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for screen and combination doors 


IT Dexter’ improved Single Bore Lock is better 
than ever. It’s the ideal, easy-to-install lock for ~ 
Te with ceenlen screen and combination doors. Installation 
requires only minutes . . . just one !5/\4” hole 
to bore, Exterior solid brass; interior parts cold- 
" / rolled steel. And the Single Bore is another 
| Dexter ® Lifetime ® Lock. 
Mounted counter dispiays at Dexter dealers 


No. 1TO! with Fre } 
shank knob NO LOCK INSTALLS FASTER THAN A DEXTER 
| 


DEXTER LOCK DIVISION 
Mf : ~ Dexter Industries, Inc. Grand Rapids, Michigan 





In Canada: Dexter Lock Canada Ltd., Guelph, Ontario 
Dexter Dialmat 0 In Mexico: Dexter Locks, Plata Elegante, S.A. de C.V., Mexico City 
Closer No. 80 | 

suited for use with Single 


Bore or any Dexte 


and combination d : heck World's largest manufacturer of locks for screen and combination doors 














Are you losing money because of the way you buy? You can double your profits 
with mixed carloads direct from The Silcrest Company. 

Get your stock millwork along with nationally advertised Crestline products 
in the same car! Your cost goes down. You save on delivery. You are assured 
of a dependable source whose business is built on service. 

Now’s the time to inspect your purchasing. Meet competition with a better 
product at lower cost! Write The Silcrest Company today for more details, 
quotes, or a personal call. 
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Manufactured by THE SILCREST COMPANY, WAUSAU, WISCONSIN 








Crestline Millwork includes Removable Double-Hung and Slideby Window Units +» Casement Window Units « Combination Aluminum Doors 
* many others 


Weatherstripped Door Frames « Louver, Panel and Sash Doors « Solid Core Flush Doors 


BuILDING Propucts MERCHANDISER Circle No. 33 on Coupon, page 64. 
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. + @ permanent, protective overlay fused 
to the plywood in manufacturing process 


CreZon Plywood resists cracking and warping even under ex- 
treme temperature changes. Its flawless, velvet smooth surface 
eliminates paint checking and blistering. 

It is being used in home, industrial and commercial construc- 
tion... as siding, door panels, boat hulls, 
signs, gable ends, etc. 

Where a smooth, durable surface is 
needed you'll find Roseburg 
CreZon the answer. 

Made in standard panels 4x8’ 
and in lengths up to 10 feet with- 
out scarfing. Longer panels availa- 
ble on request. May be ordered 
with CreZon overlay on one or 


both sides. 


ORDER NOW from your nearest 
ROSEBURG JOBBER 
or wholesaler 


P. O. Box 1091 
ROSEBURG, OREGON 


Circle No, 4 on Coupon, page 64. 
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ROSEBURG’S 
CREZON 
PLYWOOD 





Texture One-Eleven 
Most popular new plywood ex 
terior siding in the nation. 8, 
9 and 10 ff. lengths, In great 
demand so order today! 





Concrete Plyform 
Combines both form sheathing 
and lining in one material. 
Faster, more economical, 100% 
waterproof 





Brushed-Wood Plywood 
One of the most beautiful and 
decorative plywoods ever de- 
veloped. 100% clear panel 
faces with Roseburg's Quality 
“Deep-etch” manufacturing. 





Roseburg Lumber 

Cut from the nation's largest 
stand of virgin timber, Rose- 
burg Quality lumber is 100% ® 
kiln dried and end stamped, 
excepting plank and timbers. 
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NRLDA CONVENTION PROGRAM 


Introduction 


What to see—where to see it—and when 


Management Breakfast Clinics 
Offering retail management know-how plus breakfast. 


Management Luncheon Clinics 
Spotlight on three of your most profitable market: 


Profit-Maker Model Store 
See 200 products displayed on AL fixture 


Materials Handling Clinic 


Timely topics crowd busy program each afternoon 


Inside Warehouse Demonstration 
Featuring every new material handling method 


Power Tool Merchandising Clinic 
Top expert conducts daily two-hour clinic 


Component Parts Clinic 
How to fabricate and sell house part 


NRLDA Model Homes 
What Mrs. Housewife wants 


—atapr fit 


in the way of 4 home 


FEATURES 
Here's What We Need to Make More Sales 


AL survey reveals 40 things your employes 


Window Displays That Build Business 


How to make your windows a hot sales area 


want mo 


Fixit Service Breathes New Life into Business 
Small jobs build big sales for a Kansas dealer 


Woman's Touch Helps Sell Home Packages 


How a one-woman drafting department boost 


Dealer Uses American Lumberman to Boost Sales 
Tips for using AL as as employe training tool 


$475 Bus Does a Selling Job 


Mobile home show turns homeowners into customer: 
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the TOUGH vapor barrier jobs 
¢0 to ROTBAR NO. 5 |Gu 


ROTBAR NO. 5: TOUGH, STRONG, 
WATERPROOF, GLASS-REINFORCED 
PAPER MEETS ALL VA, FHA REQUIREMENTS 
FOR SLAB AND CRAWL SPACE 
APPLICATIONS, 
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Across the nation dealers say Glas-Kraft 
ROTBAR NO. 5 has No. | Acceptance from 
Architects, Builders, Contractors and Home 
Owners. ROTBAR NO. 5 is not a stretchy 
delicate plastic film, It was built for the job — 
the rugged jobs. It's strong, tough, light, 
waterproof, easy to handle, hard to tear, 
difficult to puncture. 


Call the Glas-Kraft Distributor in 
your area now for samples, prices and 
literature, or write 


TRADEMARK 
REGISTERED 


“ii GLAS-KRAFT 


Cirele No, 1 on Coupon, page 64. 


















Graphic proof of ROTBAR’s 
high resistance to tears and 
punctures! Concrete slab being 
poured on ROTBAR NO. 5 
membrane, laid directly over 
sharp, coarse aggregate base. 
Waterproof construction and 
insulating properties of ROTBAR 
add extra value. 





Here's why you too should stock and sell Glas-Kraft ROTBAR NO. 5: 


DURABILITY ROTBAR NO. 5 Glas-Kraft has amazing all-directional 
strength, high resistance to tears and punctures. Miles of non-deteriorat- 
ing glass fibres are bonded between chemically treated layers, under 
heat and pressure. 
ECONOMY — Your customer saves twice: when he buys and when he 
installs with 18” to 96” wide rolls or lapped blankets up to 26’ wide. 
These mean easier handling, fewer man-hours on the job. 


ACCEPTABILITY ROTBAR NO. 5 Glas-Kraft fully meets VA and FHA 
MPR Revisions /51 and #55 requirements. It was specifically designed 
and tested for longer, better protection against moisture and soil bacteria. 
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LONSDALE, RHODE ISLAND 
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NEWSCAST 


LATE AND IMPORTANT Developments of the Industry 


CRITICAL FALL FOR HOME BUILDING. 

Builders are watching their sales carefully this month and many already 
report an encouraging upturn in sales of new homes. Joseph B. Haverstick, 
president, National Association of Home Builders, is one builder predicting that 
fall and early winter sales will be the best builders have experienced So 
far this year. 

Spring building will largely be determined by the sales and financing 
experienced this fall. Except for certain areas, the supply of new homes on 
hand is very small, the result of tight mortgage credit this year. Brisk sales, 
however, will go a long way towards encouraging builders, bankers, that a sound 
market for new homes still exists. 


CHANGE OF HEART ON LOW-COST HOMES. 

After blasts at the Administration's new financing program for houses under 
$9,000, both builders and bankers have become a bit more friendly towards the 
whole idea. Perhaps they realize now that HHFA means business on encouraging 
low-cost homes . . . or again, recent announcements by top prefab firms that 
they will offer three-bedroom houses for $7,500, may have been a factor. It 
seems to us that the prefabricators are trying to romance HHFA and anticipate 
that the resulting goodwill will help a lot in getting more mortgages through. 

Cole, the HHFA head, surely isn't backing down on his belief that low-cost 
homes should be encouraged. He was both sharp and blunt in his recent talk to 
the Mortgage Bankers convention at Chicago. And off the record, to reporters, 
his comments were even more direct and emotional. The situation could change, 
of course, when Congress meets in January. 


NEW TRENDS IN PAINT MERCHANDISING. 

Previews we have seen of 1957 paint products and the merchandising designed 
to move the merchandise, reflect change. The growing trend for more paneling in 
the home has resulted in a score of new stains and finishes in smart colors. 
Brand new tube and other easy-to-use tinting systems, are about ready. All- 
purpose exterior paints which may be applied to everything from concrete block 
to wood siding, will be announced. 

Display for paint is changing. Mostdealers have found that an ample display 
of paint lets the public know you are in the business. Cans aren't pretty and 
too much stress on color can be a liability. It is apparent, however, the new 
products in the works will require a balanced treatment describing the items, 
along with adequate stock. The keen interest in paneling with a color treat-e- 
ment, for example, will require a good-sized demonstration of the product 
in the paint department. 


PENDING LONG-BELL MERGER. 

Only a tax ruling now seems to stand in the way of the merger between 
Long-Bell and the International Paper Co. Proxies in favor of the proposed 
merger have already been received from holders of more than the required two- 
thirds majority of respective stockholders. 


EXPANDED PROGRAM FOR DIRECT LOANS IN FARM AREAS. 

More rural areas will soon be eligible for direct loans under a new ruling 
by the VA. About 153 hardship counties are being surveyed and may be added to 
the 2,500 counties of less than 50,000 population already eligible for direct 
loans. In addition the processing of direct loans to veterans who want to buy 
homes on farm sites will be speeded up. The loans no longer have to go through 
the government's voluntary home mortgage credit program. 


CANADIAN HOUSING ALSO OFF. 
August starts in Canada totaled 13,000, 19% below the same month in 1955. 
This was the fourth consecutive month showing a decline. Eight-month totals, 


however, are encouraging, 87,628 houses, compared to 90,849 last year. 
(news continued on next page) 
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Building in September 


Spending for new construction 
cropped in September for the first time 
since February. The Commerce and 
Labor Departments said new construc- 
tion put in place totaled $4,267,000,000, 
down some $12 million from August, 
but still above September, 1955. 

Private housing in September held 
level with August at about $1.4 billion, 
but the $4.3 billion total for the quar- 
ter was 10% below the record set in 
the same three months of 1955, 





Rush for Fannie May Loans 


An avalanche of applications for 
standby government commitments to 
buy mortgages seems to be developing. 
A total of 1,800 applications, at the 
new 94¢ on the dollar rate, came in 
to Fanny headquarters in just two 
days. This compared with only 148 in 
the previous week. 

The drastic rise, which would mean 
applications at a rate of something 
close to $10 million a day, could quick- 
ly exhaust the $1.1 billion fund FNMA 
has for buying mortgages. 





NEWS in BRIEF 


Boost Paint Prices 


Prices of major brands of house- 
hold paints are going up about 3% 
to 5% at wholesale, and by as much 
as 25c to 30c a gallon, or about 5% 
to 6%, at retail. The hike was initiated 
September 17 by Sherwin-Williams 
followed shortly by Glidden, Pitts- 
burgh Plate Glass, Devoe & Raynolds, 
National Lead and DuPont. 





More Canadian Gypsum 


Western Gypsum Products Ltd., has 
yurchased a 14-acre site at Vancouver 
farbor, B.C., on which it will build in 
1957 a $3 million gypsum plant. West- 
ern Gypsum has a gypsum mine in 
Manitoba and plants at Winnipeg and 
Calgary. The Winnipeg plant has been 
expanded 50% over the past 18 months. 


RULE OUT VA, FHA RATE BOOSTS 


Government housing officials have 
virtually ruled out any immediate in- 
crease 4 the interest rates on govern- 
ment-backed home mortgages. 

Albert M. Cole, administrator HHFA, 
told a convention of the Mortgage 
Bankers Association, at Chicago, that 
“right now” he could foresee no action 
to change the fixed 4% % rate on FHA 
and VA loans. “Only congress,” Cole 
said, can take the kind of action that 
would be equitable and since the 
85th Congress has not been elected, I 
prefer not to speculate on legislation.” 

Cole then spoke sharply to the bank- 
ers pointing out that 200,000 houses un- 
der $10,000 were built last year and 
that the new financing measures in this 
bracket could be effective if given a 
chance. He also suggested that bankers 
make a determined effort to increase 
building in the lower-priced bracket us- 
ing the new financing tools. 





Prefab Home Sales Off 25% 


The current decline in home building 
is hitting the prefab producers much 
harder than conventional homes. Ship- 
ments of prefabricated homes this year 
are currently 25% below last year. This 
compares with a 17% drop for conven- 
tional homes 

National Homes expects to ship 17,- 
500 homes this year compared with 
about 25,000 last year. Thyer Manu- 
facturing Corp., Toledo, has produced 
1,200, last year it was 3,168. Scholz 
Homes are up 13%. U. 8. Steel Homes 
are about even with 1955. Trade sourc- 
es say there will be 65,000 to 70,000 
prefabs produced this year. Last year 
93,000 came off the production lines. 

Big problem has been financing. Over 
77% of the prefabs are financed with 
FHA or VA loans. Interest rates on 
both government programs are now too 
low to please bankers. Also prefab 
firms say many bankers still regard 
prefabricated houses as cheap, inferior 
products and prefer to put their money 
in conventionally built houses, 

Prefab companies, however, are con- 


8 


vinced money won't stay tight indefi- 
nitely. Many are planning lower-priced 
homes for next year. Scholz Homes will 
show in January a 1,000 square foot, 
three bedroom, one-bath model priced 
at $7,500 on the builder’s foundation. 
National also has a 926 square foot 
model with three bedrooms ready at 
the same price. 


Builders See 800,000 Starts 


Home builders predicted home starts 
next year could fall as low as 800,000 
if present tight money conditions con- 
tinue. The comment was recently made 
by some of the 15 builders from all 
parts of the U. S., after a meeting 
with government officials in Washing- 
ton. It was unanimous that starts 
would fall below one million. 

Joseph Haverstick, president, Nae- 
tional Association of Home Builders, 
said the builders didn’t try to get the 
Federal officials to pledge action. “We 
brought the government in to listen,” 
he said. “I think they are aware of our 
problems but not the intensity of 
them.” 

Besides pretieting fewer housing 
starts, the builders criticized the Ad- 
ministration’s most recent four-point 
action program to spur builidng, com- 
plained that, in some sections, home 
purchasers simply can’t get loans and 
warned of a rise in the price of houses. 





1957 Builder Convention 


Both the convention and exposition 
of the National Association of Home 
Builders are expected to set new 
records when the group meets Janu- 
ary 20-24 at Chicago. 

Special programs will be planned 
this year for the “problems of the 
1-20 builder”, according to Leonard 
L. Frank, chairman of the convention 
committee. A total of 778 exhibits will 
be seen, an increase of 55 over last 
year. Activities will be about equally 
divided between the Conrad Hilton 
and Sherman hotels and the Chicago 
Coliseum, 


October 29, 


Raise Cement Prices 


Pressure of labor and other costs 
upon basic materials continued to 
make widening ripples of price in- 
creases. One of the most important 
was a jump of 15¢ to 20¢ a barrel in 
cement, mainly at northeastern mills, 
which lagged behind an industry rise 
a year ago. 

The significance of the latest change 
in cement prices is that it may fore- 
shadow another upward turn of the 
spiral in early 1957, depending in part 
upon how successful the anti-infla- 
tionary tight money policy may be in 
in the meantime. 


Brand Names Contest 

Building materials dealers are 
urged to enter the 1956 brand names 
contest, which last year was won by 
the Channel Lumber Co., Newark, 
N. J. Entries will be received up to 
January 14, 1957. Official entry blanks 
and fact sheets are available from 
Brand Names Foundation, Inc., 437 
Fifth Avenue, N. Y. 


Higher Soft Coal Prices 


Soft coal prices will be marked up 
shortly. Trade sources made this pre- 
diction as bituminous producers and 
the United Mine Workers signed a 
new, one year contract providing wage 
increases and fringe benefits totaling 
$2.40 a day. 


House Costs Jump 


The prime components of what 
makes the price-tag for buildings— 
building materials and labor—have 
continued to push upward during the 
1956 spring and summer building sea- 
son, according to Myron L. Matthews 
writing in The Dow Service Construc- 
tion Market newsletter. The average 
composite cost increase for the 12 
months ending August 30 in these 
elements, is 3% for 15 cost sampling 
cities in metropolitan New York and 
New Jersey; and 4% for 19 additional 
cities in New England. In the case of 
the general New York area the most 
recent half year contribution to the 
increase has been a modest 1%; while 
in New England it is a stronger 3%. 


Freight Car Scarcity 


The shortage has grown to more 
than 10,000 cars daily in the past few 
weeks with the heaviest seasonal] load- 
ings yet to come. Record soybean and 
nearly record corn crops, the upturn 
in auto output plus continued high 
lumber and industrial loadings, make 
the boxcar supply tight. 

Despite railroads’ ballyhoo over 
near-record new car ordering, car 
supplies haven’t grown because roads 
junk old cars as fast as they get new 
ones. Railroad proposals to make more 
cars available boosting demurrage 
charges is meeting with increased pro- 
tests. 

(continued on page 12) 
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Stock this steady profit line-up in 


REYNOLDS /~- ALUMINUM 


— aay 








GUTTERS that cost little, look beautiful, NAILS: that cannot rust or stain, need no 


never rust, go up easily without soldering. Ogee deep-setting or puttying. Wide range of types and 
embossed in 4”, 5”, 6” sizes; half-round in 5” and sizes each boxed in its own fully labelled display 
6” sizes. Light to handle for your take-home trade. carton...silent salesmen on your counter. 





FLASHING that works easy, looks good, ROOFING AND SIDING 


can’t rust and costs less than any other rustproof 48” wide Corrugated plain and embossed ~—.019” 
material. .019” thickness. In 50” rolls, 14”, 20” and thickness in 1%” and 24” pitch—.024” in 2'2" pitch. 
28” wide...in this handy, roll-out display carton. Also 26” wide Corrugated and 5-V Crimp. 


See your supplier. Write for literature. Reynolds Metals 
Company, 2002 South Ninth Street, Louisville 1, Kentucky. 





...and the New Builder's Type 


REYNOLDS ALUMINUM REFLECTIVE INSULATION 
New lighter grade developed especially for pro- 

= fessional use... aluminum foil bonded to 40 |b. 
a kraft paper. Foil one side and two sides, in 


a rolls of 250 and 500 sq. ft., 25” and 36” wide. 


REYNOLDS 3% ALUMINUM 


BUILDING PRODUCTS 


See “CIRCUS BOY,” Reynolds new dramatic adventure series, Sundays, NBC-TV Network 
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Guido Antonelli, President, Guy 
Antonelli, inc., Detroit, Mich., 
says, “The Andersen name iselps 
sell our homes. Quality Andersen 
features such as insulating glass, 
fitted screens, weatherstripping are 
important parts of our sales story. 
Another important feature is the 
case and speed of installation. And 
we have learned from experience 
that Andersen Windows are going 
to give a lifetime of reliable service 
to our customers,” 


Saul Fox, Fox Grothers, 
Englewood, N. J., says, * ‘Homes 
by Fox’ have used Andersen 
Flexivents@ since 1953, We like 
them because they help establish 
ours as quality homes—and their 
horizontal lines blend with the 
‘long, low look’ of the houses we 
build, We have found that our 
customers know about Andersen 
Windows—and recognize the 
Andersen name as a mark of 


superior quality,” 


In Michigan and New Jersey, buyers of 
upper bracket homes tell builders... 


Andersen Windows 


These two successful builders of quality 
homes are using Andersen WINDOWALLS to 
help close sales! Their discriminating cus- 
tomers are quick to recognize the window 
beauty, the convenience, the year around 
protection that only windows of wood can 
offer. Everywhere, men who build fine homes 
for sale are turning to Andersen WINDOWALLS 
for their versatility, precision manufacture 


and most of all, for their powerful sales appeal 
to customers who recognize the very best! For 
the next project you furnish, why don’t you 
look into the many sales-closing advantages 
of Andersen WINDOWALLS? You can get 
more information from your WINDOWALL 
distributor or by writing Andersen. WINDO- 
WALLS are available throughout the country, 
including the Pacific Coast, 








Andersen Casement Window Units in $43,000 to $48,000 suburban Detroit homes. Eugene Anderson, designer, 


Flexivents featured in $27,500 Mountain Lakes, N. J. homes, Martin, Gebhardt & DiPaola, architects. 


say quality homes’ 


TRAOE MARK OF Are RPORA TOM 


Andersen \Windowalls 


Ww ANDERSEN CORPORATION * BAYPORT, MINNESOTA ii 





NEWS in BRIEF 


(begins on page 8) 


OHI REPORTED SOLID SUCCESS 


Early results from a nationwide 
survey to determine the value of the 
Operation Home Improvement cam- 
paign indicate the movement has been 
a solid, profitable success during its 
first eight months. 

The most active segments of the 
industry in promoting and profiting 
from OHI are the retail lumber deal- 
ers and the bankers. 

Remodeling, repair and moderniza- 
tion projects inspired by the OHI 
campaign are taking up part of the 
sales slack in the industry resulting 
from the decline in housing starts. 

Following are just a few sample 
comments of various industry leaders 
which point up the impact that the 
Operation Home Improvement cam- 
maign has had on remodeling sales. 

"he value of OH] is shown in increased 
activities in maintenance, repair and 
remodeling in nearly all areas in 
Washington, Idaho and Oregon. Typi- 
cal is Seattle with this type of work 
up over 30% 

A dealer in Spokane whose prin- 
cipal activity is home improvements 
reports a volume increase of over 
40%. The same is true in Boise, 
Idaho. Many dealers are surprised to 
note their overall volume is approxi 
mately the same as in 1955 in spite of 
curtailed activity in new residential 
construction. The first five months in 
the Pacific northwest has shown a 
50% increase in home improvement 
loans. We do not fee) this increased 
activity just happened,—Ross G, Kin- 
caid, choos Retail Lumbermens 
Association, Seattle. 

OHI together with a well planned 
advertising program has increased our 
repair and remodeling sales 20% 
over last year. We feel it is important 
that OHI be continued in 19567. In- 
creases in repair and remodeling is 
definitely a help in taking the edge off 
of reduced new housing starts. 
G. M. Callaway, Long-Bell Lumber 
Co, 

Chicago area remodeling permits 
are up 17% and dollar improvement 
loan volume is up 32% over the first 
six months last year. We attribute 


half of the increase to OHI and the 
remainder stems from high income 
levels here with the desire of home 
owners to better their living condi- 
tions. —George P. Spiczak, vice-prest- 
dent, Home Federal Savings and Loan 
Association of Chicago. 

OHI is having a tremendous impact 
in our Missouri, Kansas, Oklahoma 
and Arkansas area. Most cities over 
25,000 pulation have cocerdinated 
community-wide programs underway. 
Hundreds of lumber dealers individ- 
ually are tieing into the program lo- 
cally in other communities. This plus 
business is more than off-setting the 
curtailment in new home construction. 
Ken Milliken, executive vice-presi- 
dent, Southwestern Lumbermen’s As- 
sociation, Kansas City. 


“Home Fixit Finance Pian" 


Loans averaging $900 for home im- 
provements are ‘being made under the 
new financing plan developed by the 
National Bank of Westchester, White 
Plains, for lower New York State 
dealers. (See American Lumberman, 
June 25, 1956, page 44, for details of 
this plan.) 

“Lumber dealers at first were a little 
slow to start making use of the “Home 
Fixit Financing Plan,” says Daniel B. 
Galgano, vice-president of the bank, 
“but recently there has been a steady 
increase in the number of dealers re- 
questing loans. One dealer has ob- 
tained 10 loans for a total of $10,000 
in materials sales. Eighteen dealers 
have used the new service.” 

Consumer loans can be arranged 
through dealers in the five counties in 
lower New York State. A homeowner 
can borrow from $200—$5,000 at 5% 
with no down payment. Repayment is 
monthly with a 36-month maximum. 
Loans can be used for both materials 
and labor. 

Using simple forms furnished by the 
bank, the dealer handles the details 
for the homeowners. The bank gives 
one-day service on credit checks and 
the dealer is paid in full immediately. 
The bank’s advertising program di- 


FIR PLYWOOD MILLS DIVERSIFY 


Fir plywood mills are moving rapid- 
ly to lessen their reliance on fir ply- 
wood as a result of steadily declining 
prices. They are doing this by placing 
more emphasis on specialty plywood 
items and moving on to fields outside 
the lumber industry altogether. 

Latest action in the direction away 
from fir plywood was the recent an- 
nouncement by U. 8. Plywood Corp. in 
acquiring Barash Co., Inc., which con- 
verts and finishes vinyl and other 
plastic materials. This is part of a long 
range diversification program by U. ! 
Plywood, which, 8. W. Antoville, presi- 
dent, said a month ago, has resulted in 
around 60% of its business stemming 
from hardwood plywood, proprietary 
products, and allied items. The Barash 
firm will further broaden U. S, Ply- 
wood's interest in vinyls. The firm for 
sometime has been manufacturing Kali- 
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stron, a vinyl sheet used in upholstery 
and wall coverings. 

Georgia-Pacific has moved into paper 
and is constructing a kraft and paper 
board mill near Toledo, Ore., with year- 
ly capacity of 90,000 tons. The com- 
pany now has shifted production away 
from fir plywood, which earlier in the 
year ran to 25% to 30%, toward more 
specialty products. 

One bright spot in the picture was 
the September 29 report of the Douglas 
Fir Plywood Association, which showed 
orders well ahead of actual production, 
one of the few times this has taken 
place this year. Whether this points to 
an upturn in the market ahead or not, 
it is difficult to say. Plywood producers, 
however, say frankly they will continue 
their moves to lessen their dependence 
on fir plywood with its rapidly fluctu- 
ating prices. 


rects homeowners to see their “depend- 
able building materia! dealers.” 

The bank’s field man, says Mr. Gal- 
gano, has found some dealers surpris- 
ingly reluctant to utilize installment 
selling, but these same dealers will 
often carry consumer and small con- 
tractor — accounts on their books 
for months. 

The financing plan was developed by 
the bank at the request of the Goldberg 
oo Supply Corp., Tarrytown, 


Dealer Conventions 


1956 


NOVEMBER 


27-28-29, Southeastern, Atlanta, Atlanta Bilt- 
more hotel 


DECEMBER 


10-11-12-18, National Retail Lumber Dealers’ 
Asen., Chicago, Ill., International Amphi- 
theatre 


1957 


JANUARY 


1-8-9, Kentucky, Louisville, Kentucky hotel 
15-16-17, Northwestern, Minneapolis, auditor- 


fur 

20-24, National Association of Home Builders, 
Chicago, Conrad Hilton and Sherman hotels 
and Coliseum 

28-24-25, Southwestern, Kansas City, auditor- 


{um 
27-81, Northeastern, New York City, Statler 
hotel 


FEBRUARY 

4-5-6, Intermountain, Elko, Nev. 

5-6-7, Michigan, Grand Rapids, auditorium 

6-7-8, Middle Atlantic, Atlantic City, Chal- 
fonte-Haddon Hall 

6-1, South Dakota, Sioux Falls 

oat aes Penna., Pittsburgh, William Penn 

ote 

12-18-14, Illinois, Chicago, Hotel Sherman 

12-18-14, Tennessee, Nashville (no exhibits) 

18-14-15, Mountain States, Denver, Shirley- 
Savoy hotel 

18-14-15, Ohio, Columbus 

18-14-15, Virginia, Richmond, John Marshal! 
hotel (no exhibits) 

19-20-21, Wisconsin, Milwaukee, auditorium 

19-20-21, Western, Spokane, Davenport hotel 

20-21-22, Nebraska, Omaha 

21-24, West Virginia, White Sulphur Springs, 
Greenbrier hotel (no exhibits) 


MARCH 


1 to 15, Montana*® 

$-4-5, North Dakota 

5-6, Kansas, Salina 

5-6-7, Indiana, Indianapolis, Murat Temple 

12-18-14, Iowa, Des Moines, auditorium 

12-18-14, Carolina, Charlotte, coliseum 

19-20-21, Louisiana, New Orleans, Jung hotel 

21-22, Mississippi, Biloxi, Buena Vista hotel 

27-28-29, Independent, Minnesota, St. Paul, 
auditorium 


APRIL 


2-3-4 New Jersey, Atlantic City, Claridge ho- 
tel (no exhibits) 

10-11, Arkansas, Little Rock, Marion hotel 

14-15-16, Texas, Dallas, auditorium 

ee, wernane California, Yosemite National 
‘ar 

28-24-26, Southern California, Les Angeles, 
Ambassador hotel 

25-27, Florida, Daytona Beach, Daytona Plaza 
hotel (no exhibits) 


MAY 


2-8-4, Arizona, Litchfield Park, The W 

18-14-16, Georgia, Savannah, Gen 
thorpe hotel (no exhibits) 

"Tentative schedule, subject to change 


aan 
Ogie- 


October 29, 1956, AMERICAN LUMBERMAN AND 





BUILDING SUPPLY 


Pd Tt 
c=) === 
SALES BUILDER 


Win More Sales 
with WELLER 


ee WELLER 
ILLUSTRATED Electric Tools 


are advertised regularly in 


MECHANIX 
ILLUSTRATED 


because — 


Through MI, Weller Electric Corporation 
reaches a vast audience of active "do-it-your- 
self" readers—more than 1,400,000 men who 
read every issue and take a keen interest in 
fine-quality power sanders, saws and soldering 
kits. 


These readers make top prospects for Weller 
because they form a mass market of active 
home workshop enthusiasts. 90% do their own 
home repairs—over 80% own workshops or 
benches. This extreme "do-it-yourself" interest 
is why Weller advertising really pays off when 
it reaches the Mi market —and why it plays an 
important role in helping Weller build greater 
sales at building supply outlets throughout the 
country. 


MECHANIX ILLUSTRATED 


A FAWCETT PUBLICATION 


67 West 44th Street - New York 36, N. Y. 


BUILDING Propucts MERCHANDISER Circle No. 2 on Coupon, page 64. 





Never before has Millers Falls offered such a complete and value- 
packed line of Christmas merchandise. 
most popular Millers Falls tools — as well as a wide choice of 
brand-new, specially designed kits that are loaded with sales wal mg ge Fo 
appeal. And there are no forced combinations or deals. Order stock package. Slip-ons 
whichever tools you want, in whatever quantities you want. practicable 


CHRISTMAS PROMOTION 
in MILLERS FALLS history! 











Order now! Order plenty! 


Dyno-Mir® Power Workshop 


No. 688 Power Unit 
3-tools-in-1, the unique 
Power Unit is a 300-to-1 
choice for workshop enthu- 
siasts. With a 4.0 amp. 
rating, it packs a full 1/3 
h.p. — comes completely 
equipped as a %" drill, 


$+ penne, $4495 


Attachments 


@ Ne. 661 Bench Stand $4.45 


@ Ne. 862 Orbital 
Sender 17.45 


@ Ne. 663 6% 
Bench Sew 29.45 


@ Ne. 686 Jig Saw 
Attachment 13.50 


@ Ne. 687 Jig Sew 
Table 2.25 


@ Ne. 669 Bench Sender 9.95 


@ Ne. 68610 Bench 
Grinder 7.98 





A brand new “Dyno-Mite” 
power tool combination .. . 
powerful 4" electric drill with 
direct-mounting jig saw attach- 
ment and sanding, buffing 
and polishing accessories. 


@ Ne. 1614 4" Blectric Drill with 
Jecobs Geared Key Chuck. 


@ Ne. 1666 Jig Sew Attachment 

@ Ne. 211!) Rubber Ped Adapter 

@ Ne. 2105 5” Flexible Rubber 
Ped 


@ Ne, 68611 Portable 
Sew 

@ No. 6814 Drill 
Press Stand 
No. 6615 Speed 
Reducer 
No. 6816 Drill 
Press Vise 
Ne. 8817 Auxiliary 
Spade Handle 2.95 
Ne. 8618 Plane 
Attachment 22.95 
Ne. 2130 Right 
Angle Drive 5.50 


@ Ne. 2121 5” Lamb's Weel 
Polishing Bennet 

@ Ne. 00 5” Garnet Sanding Disc 

@ Fitted Steel Carrying Cose 
in boked silver-gray hammer. 
fone enamel. 


Included are many of the eliminate the need of 





SLIP-ON CHRISTMAS COVERS 


gift wrapping ond make 
colorful displays. Remove 
the Christmas cover ond 


have been used wherever 





*Designates Gift-Wrapped Tools. 








No. 3888 DyYNO-MiTE Portable 
Power Workshop Kit 





© Ne. 668 Power Unit complete 
with %” Jacobs Chuck, 6” 
Rubber Pad, three Sanding 
Discs, Lamb's Woo! Polishing 
Bennet, Reversible Side Han- 
die and 4." Work Arbor. 


@ Ne. 662 Orbital Sender 
Attachment 


@ Ne. 886 Jig Saw Attachment 


@ Ne. 6811 Circular Sew 
Attachment 

@ Ne. 8006 Power Bit Set 
(6 sizes, %" te 1”) 

© No. 8819 Fitted Steel Carry- 
ing Case in silver-gray beked 
enamel finish. 


No, 5 DYNO" Mire Electric Drill Kit 





A “Dyno-Mite” Drill Kit with 
the three basic things for 
volume Christmas sales; top 
quality, medium price, and 
appeal to all, 


@ Ne. 814 4” Electric Drill with 
Millers Fells quick-change 
chuck. 


@ No. 2105 flexible Rubber Ped 
® No. 2111 Rubber Pad Adapter 
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®@ No. 2121 Lamb's Woo! Polish- 
ing Bonnet 

@ Two 5” Garnet Sending Discs 

® Metal Carrying Cose in boked 
silver-gray enamel. 
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No. 1 
Kitchen 
Tool 
Kit 





A regular * me 
$12.00 Value e ee L7 


aA For Valve... 


it’s V-Line 


Eight basic tools thot mect a need in every household, nested in 
permanent molded-plastic storage case and priced for Christmas 
giving. 

Set consists of 4” Automatic Drill © 3” Plastic Handle Screwdriver ® 
Plastic Handle /2 Philips Screwdriver © Piastic Handle Pocket Screwdriver 


© Utility Knife with 5 blades in the handle © Tack Claw © 7 ox. Claw 
Hammer © 6-inch Slip-Joint Pliers, 


Twenty-two tools carefully 
chosen to handle 99% of 
the ordinary repair jobs 
in the home, Fitted steel 
cose keeps most needed 
tools at hand in a con 
venient cabinet. Storage 
space provided for extra 
tools and supplies 





A regular 
$38.00 value 


For Value... It's V-Line 


No. 2 
Home Maintenance Kit {7 


Kit includes 16-02. Claw Hammer © 7-02. Claw Hammer © Tack Claw 

4” Nail Set © Keyhole Saw complete with one wood cutting and two 
metal cutting biedes © Utility Knife with 5 bledes in handle ® 
Combination Square © 6 ft. Folding Rule © 4” Hand Drill with Drill 
Point Set (8 sizes, '«” te ''«,") © 3%" Awl © Block Plane © 4° Plastic 
Handle Screwdriver © 3” Plastic Handle Cabinet Screwdriver © Plastic 
Handle Pocket Screwdriver © Plastic Handle ¢1 Phillips Screwdriver © 
Plastic Handle (2 Phillips Screwdriver © 6-inch Slip-Jeint Pliers © &- 
inch Adjustable-End Wrench © 10-inch Pipe Wrench 


SPECIALLY SELECTED HAND TOOLS, ALL GIFT-PACKAGED 


\ 


No. 900 
Smooth Plane 
$5.50 


Y-inch Pistol Grip Drill 


Has full 2.0 amp. rating; power for drilling 
%" in steel and %” or more in wood. 
Operates polishing bonnets, grinding 
wheels and other attachments. Ne. 1814. 
$27.50 


Self-Powered Jig Saw 

With full 2.5 amp. rating. Capacity: 1%” 
wood, “%" metal. A unique Millers Falls 
design results in greater cutting speed than 
any similar sow. Ne. 480. $49.50 


Jig Saw Attachment 

Fits any “4” electric drill. Complete with 
2 wood cutting and 2 metal cutting blades. 
No. 2140. $11.95 


Self-Powered Orbital Sander 


Light, fast, easy to handle. High-speed 
sanding action with 4500 orbits per minute. 
Sands in any direction without tracking, 
scoring of burning surface. No. 580. 
$49.50 
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-- , oe Ss ie 
Ne. 725 . 
Nest of Sows > - a # r 
$3.25 - 


~~ > 


A “ 
Ne. 170 

- 6 Auvtemetic Drill - 
$3.85 j 

No. 1406 . ; 

Carpenter's Vise 
$7.00 
j * 


» 


Ne. 876 
Hand Drill 
$4 40 


POWERFUL ADVERTISING 
PLENTY OF FREE TIE-IN MATERIAL 


Millions of advertising impressions will be delivered by 
color pages in the Saturday Evening Post and other leading 
national magazines. And in addition, colorful window 
streamers, consumer folders, and newspaper ad mats are 
available to help you take full advantage of this biggest 
of all Millers Falls Christmas promotions 


ORDER EARLY FROM YOUR JOBBER 
ORDER PLENTY 


MILLERS FALLS 
TOOLS 


Millers Falls Co., Dept. AL-1, Greenfield, Mass. 
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NEW MARLITE SALES BUILDE 


you cash in on O.H.I. 








Tie in O.H.I. Marlite ad mats & radio spots 


New Marlite O.H.I. ad mats and radio scripts will help 
you tie in with Marlite’s extensive national advertising 
program and establish your yard as modernization head- 
quarters. These sales aids wiil create customers for Marlite 
{ and other building products . . . build profitable sales. 























Colorful home remodeling wall poster 


Dramatic, full-color residential remodeling wall poster 
tells customers you have Marlite, sells Marlite’s features 
and benefits. Use this new poster with your Marlite 
sample display to create on-the-spot, sales-producing 
interest 














Full-color 
sound slide film 





A really profitable product 
for your O.H.I. remodeling sales 


Marlite has always been one of your most profit- 
able building and remodeling products and fits 
perfectly into the nation-wide O.H.1I. program. 
Marlite, one of the sponsors of O.H.1., offers 
you many profitable opportunities to sell home- 


Dramatizes the complete 
Marlite story. Use it as an 
effective sales tool for sales- 
training schools, do-it-your- 
self clinics, builder-meet- 
ings, and other customer 
groups. Arrange a showing 
through your Marlite rep- 








owners, do-it-yourselfers, contractors and build- resentative. 
ers in your community, Capitalize now on your RAT, 
O.H.L. opportunities with Marlite! “a ey s 
| z 
Marlite € 
riite plastic-finished wall paneling @X% 
DNAs 
“pp 


ANOTHER QUALITY PRODUCT OF MASONITE® RESEARCH 
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Always have a supply of sales lit- 
erature on hand. Full color folders, 
promotional material and sales aids 
are FREE to every recognized build- 
ing supply dealer. 


Be sure to tell new home planners 
about the BILCO Door. Remind them 
that supplementing the inside stair 
with direct access is the only way to 
have a useful, convenient and safe P 
Inve inc il¢ . 1 


basement. \ 
PAI TH: 


Create interest and sales by setting 
up this “Silent Salesman” in your 
yard or showroom. A standard size 
A painted bright red comes equipped 
with attractive sign. Sold at a very 
special price or a money back 
guarantee. 


Follow these ABC’s and sell BILCO Doors in volume for new homes and to replace 
wood hatchways. Available immediately from wholesale distributors in most sections. 





The BILCO Co., Dept. 133B, New Haven, Conn. 


rae 7 
D : f) —,) Gentlemen | 
‘4 (| —_ A & 4s — oe ‘a Please send samples of literature so we can order a supply 

| 





f Please send information on the display offer 








AMERICA’S FINEST Nene 
BASEMENT DOOR Company 


Sold onty by Lumber and Building Supply Dealers. 
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FINE 2 
NORTHERN 
HARDWOODS 


OF 
o ' 
4 Milwaukee 


Fiocainc 
S} J 
exe 


a 


Northern Woods have been recognized for high quality and dependable performance for 
over half a century. Today the mills of the Northern region are better prepared than ever 
to serve you with well-manufactured, accurately graded lumber and lumber products of 
these quality hardwoods. Consult the firms on this page for your requirements in Northern 
Woods. 


“Copeland Lumber Go, . « « « » + + © =Chleago, Ill, "Kimberly-Clark of Michigan, Ine. . . 


Biuee Neenah, Wis, 
Mills at Marenisco, Mich. 


Mills—Marquette and Newberry, Michigan 
Sales Office — CHICAGO — N. La Salle St. 
Hardwoods. 

Planing Mills and Dry Kilns. 


*tHoll Hardwood Co, . « « « 6 se t 6(Otonto, Wis, 


Maple, Birch, Beech, Oak Flooring. Strip, Assembled Block, Herring- 
bone, Parquetry types: all types Heavy Duty Flooring. 


"tJ, W. Wells Lumber Co. . « « « » Menominee, Mich, 


Hard Maple and Oak Flooring. Strip, Herringbone, Block patterns. 


Custom kiln drying. Upper wotes Bad Maple and Birch lumber. 
rough. 


tMember Maple Flooring Mire. Assn. 


a eee a a a en en — 


Northern Hardwoods, White Pine. 
Modern Dry Kilns. Expert Millwork. 


“Goodman Lumber Company . . . . « Goodman, Wis. 


Northern Hardwoods, Hemlock, White Pine. Basswood, Hardwood 
Dimension. Planing Mill. Dry Kilns. Rotary Cut Veneers. 


*Roddis Plywood Corporation . Marshfield & Park Falls, Wis. 


Roddis Lumber & Veneer Co, of Mich... 


Roddis Lbr. & Veneer Co., Lid...... 
Complete stock N. Hdwds . Hemlock, W. Cedar 
Birch, Fig. Hawd. Ven'r'd ‘Doors. Plywd. Modern Dry Kila ta 


*tAhonen Lumber Co, . « 5 6 ee 


Northern Hardwoods, Hemlock. > Pine, 
—Modern Dry Kilns. “AAA” brand MFPMA 
Hardwood and Softwood Pallets. 


*Member Northern Hemlock &@ Hardwood Mfrs. Assn. 


—— 








i 
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=MINUTE 


Cash for Your Ideas! 


Got any good ideas that are work- 
ing for you — something that you 
thought up yourself? If so, why not 
mail them in to us? The address is 
American Lumberman, 139 North 
Clark Street, Chicago 2, Ill. We'll 
pay you $3 for each item used. They 
can be as long as a column or as 
short as a paragraph. The ones used 
on this page will give you an idea. 

The Editors 


Meetings Boost Sales 


One of the most productive things 
we do in beating competition is done 
in our own group of employes. We 
hold a regular monthly meeting for 
all of our people. This is held the 
first Monday of every month, from 
7:30 to 9:30 p.m. We discuss sales 
matters and the details of various 
products. With the meetings set up 
on a definite schedule we have a 
consistent program, which is bring- 
ing results in increased selling ef- 
ficiency, which means better sales 
volume.—Carl Knoll, manager-own- 
er, Knoll Lumber & Hardware Co., 
Kenmore, Wash. 


Collects Builders’ Bids 


There is no builders’ exchange in 
our city so we have undertaken to 
perform this kind of service for con- 
tractors on bid jobs. We collect the 
bids of the subs and make them 
available to all general contractors. 
Our office secretary types out the 
bids of the subs. This service is 
rendered both for local and out-of- 
town contractors. We find this is an 
excellent goodwill-building move 
that is paying off in more business 
coming to us from contractors. — 
B. C. Lamb, owner, Lamb-Schrader 
Co., Tillamook, Ore. 


Boosts Net Profit 


Every one of our sales slips is 
“costed” by our bookkeeper so we 
know not only what we have sold, 
but also what we paid for the items 
we sold. I figure it takes about a 
day’s work a week to cost all our 
sales tickets, but I can’t think of a 
more important thing to do. 

I know a lot of prices quoted by 
our competitors wouldn’t be quoted 
at all if they would bother to sub 
tract their cost from their selling 
price. In this last year, we have 
paid less attention to our competi- 
tion than ever and have made 
more money.—R. B. Thierolf, Big 
Pines Lumber Co., Medford, Ore 
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Pay Envelope Reminder 


Each payday our 34 employes are 
reminded that the customer is re 
sponsible for his paycheck by mim- 
eographed stuffers inserted in the 
pay envelope. The messages, usual 
ly four to seven lines long, are in 
tended to drive home the idea that 
the employe is important in keep- 
ing the customer happy and mak 
ing the business enterprise a suc 
cess. Here’s a few of the messages 
we've used: 

The regularity of your paycheck, 
and mine, is determined by the cus 
tomers we keep because, in the final 
analysis —The customer is the boss 

The buying public rarely gives a 
business a second chance after be- 
ing poorly treated. Preserving cus 
tomer relations is most important 
because—-The customer ia the boas. 

No matter what your job may be, 
You are a key saleaman for our com 
pany. You create good will... The 
one and only asset that competition 
cannot undersell or destroy. 

We have a series of stuffers pre 
pared so there is no duplication, and 
we know they’re read because no 
one I know of would disregard any 
thing in a pay envelope.—-Harold FE. 
Moser, president, Moser Lumber 


Co., Naperville, Ill 


Prize Mistake 


An appliance dealer in our town 
recently came up with a wood idea 
for his opening after he remodeled 
his store. He conducted a contest 
and offered a $100 prize for the 
first person who could find what 
single thing was wrong in the con 
struction of the store front. The 
gimmick was that one of the hinges 
on the front door was put on back 
wards. More than 3,000 people visit 
ed his showroom during the contest 

Abraham Rich, accounting officer, 
Meadowbrook Lumber & Equipment 
Corp., Bellmore, N. Y 


Labor Inventory 


To help us more fully control 
sales we have started compiling an 
inventory on the labor available in 
our trading territory. Our list in 
cludes the names, addresses, work 
specialties and other pertinent data 
on contractors, jobbing contractors, 
carpenters and even some laborers 
When a customer calls to ask for a 
man for a specific job, we check our 
list and supply the man. Naturally, 
this helps us control the sale of ma 
terials. —- Charles EF. Hopkins, man 
ager, Harris Lumber Co., Ine., 
Providence, R. I. 





llinggon 


ae) 
YEARS 


THE 
RELIABLE 
SOURCE 


FOR 
QUALITY 
LUMBER 


For 66 years Ellingson has 
been delivering 
fo buyers of 


satisfaction 


@ Ponderosa Pine 
® Douglas Fir 

@ White Fir 

® Hemlock 


ELLINGSON 


LUMBER COMPANY 
Klamath Falls, 


Cirele Neo. 99 on Coupon, page 64. 


19 





Lumber Industry Now Reducing Output... Had 


Expected Government Action to Spur Housing 


The report around Washington is 
that difficulties in the lumber indus- 
try of the Pacific northwest are due 
in part to the fact that producers 
felt sure the government would give 
house construction a hand up. For 
the reason mills didn’t reduce pro- 
duction immediately to fit demand 
when house building sagged. Mill 
production has been somewhat re- 
duced, at this writing; but new or- 
ders have decreased even more. 
About 70% of lumber production is 
used in construction of various 
kinds; and about 40% goes into res- 
idence building. The reluctance of 
the government to do something for 
the residence industry is now said 
to be a campaign issue in the north- 
west. 

* * . 


The lumber industry in the south, 
for an unanticipated reason, is not 
in as much trouble, When the mini- 
mum wage rate was increased, a 
number of emall southern mills de 
cided they couldn't pay those wages 
and closed down, This reduced pro- 
duction enough to stay within the 
demand limit, and southern prices 
held up pretty well, 


* ” 7 


There’s continued talk in Wash- 
ington about a possible equalization 
of manufacturers’ excise tax rates; 
important to this industry, of 
course, because changed tax impacts 
cause shifts in materials prices. The 
National Association of Manufac- 
turers for some time has advocated 
a uniform excise tax rate applying 
to all industrial products. Well, not 
quite all. A few lines pay such high 
taxes that they're too important to 
Federal finance to be reduced; and 
some untaxed lines couldn’t be taxed 
without raising political storms. 


. 7 * 


The high-tax bracket includes 
such items as gasoline, tobacco, and 
liquor, Whiskey, said to cost a $1 or 
less a gallon to manufacture, pays a 
tax of some $10 or $12 a gallon. 
When a Congressman is asked why 
this monstrous tax load, he usually 
says it’s to discourage the purchase 
of liquor, But if it succeeded in 
discouraging all such purchases, 
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there'd bea howl from the Treasury. 
And this high tax also encourages 
moonshine operations. 


* * ” 


If you add the fact that quite a 
few lines of production pay no ex- 
cise taxes, you get an idea of the 
erratic pattern of the excise tax; 
from nothing up to 1,200% or more. 


* * * 


The NAM thinks by omitting 
food production, upon which a gen- 
eral excise would be most popular, 
and gasoline which is expected to 
pay for a large part of the highway 
program, and liquor and tobacco 
which traditionally carry large rev- 
enue-producing levies, an across- 
the-board excise, missing no other 
line of production, would yield as 
much tax revenue at a 5% levy as is 
now produced by the current uneven 
hop skip and jump rates. 


* * . 


There is one question that can’t 
be answered exactly without a ses- 
sion of trial and error. A railroad 
economist once said that, if all 
freight rates were suddenly set on 
the basis of the exact cost of haul- 
age, plus a reasonable percentage of 
railroad profit, a pretty large pro- 
portion of the businesses of the 
country would go bankrupt within 
six months. 

* * 


The reason, so the economist re- 
ported, was the long accepted prac- 
tice of hauling heavy but widely 
used kinds of goods, such as coal 
and feed, at less than the actual cost 
of haulage. Lighter and more high- 
ly priced goods paid more than their 
share of freight charges. But these 
uneven freight rates had become 
firmly embedded in retail prices; 
and to change them would throw 
national markets into unmanageable 
chaos. 

« * * 


Somebody asks if the Interstate 
Commerce Commission hasn’t al- 
ready successfully made this equali- 
zation in freight rates. The answer 
is no. The Commission sees to it 
that two shippers, shipping the 
same kind of goods, over the same 
railroad, in the same direction, and 
between the same two towns pay the 
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same rates. But this doesn’t repre- 
sent actual cost of hauling plus a 
reasonable rail profit. A similar 
national pricing difficulty might 
issue from an equalization of excise 
taxation. 

a 


However, Secretary Humphrey of 
the Treasury has said he thinks the 
United States is too dependent for 
its revenues on individual income 
taxes. One danger, as he sees it, is 
that any sudden impact of a depres- 
sion would immediately reduce Fed- 
eral intake from individual income 
tax payments. He thinks a shift, in 
part at least, to a larger dependence 
upon excise taxes at the manufac- 
turing level would mean greater 
stability of Federal finance. This 
may not become an urgent matter in 
the new Congress that meets in Jan- 
uary; but it is being considered, and 
it has the powerful support of the 
National Association of Manufac- 
turers. 

* * * 


The Administration is taking ac- 
tion to make more mortgage money 
available to veterans in rural areas 
and small communities; but it has 
put off until at least next year the 
matter of trying to increase the in- 
terest rates required by the Federal 
Housing Administration and the 
Veterans Administration on mort- 
gages which they underwrite. 


* + * 


These interest rates, as you know, 
are now set at 4%%; too low a rate, 
80 the industry says, to attract pri- 
vate investment funds. The FHA 
rate, under the law, could be in- 
creased by administrative action: 
but the VA rate can be increased 
only by action of Congress. Hous- 
ing officials think it would be un- 
wise to increase the rate of one 
agency and not of the other. 


* * * 


Furthermore, some of the Hous- 
ing people report they could get no 
financiers to say that a higher in- 
terest rate would attract more 
money into mortgage channels. The 
financiers apparently think the chief 
obstacle is a shortage of money 
rather than an unattractive interest 
rate. In any event the question ap- 
parently will wait for an answer 
until the 85th Congress assembles. 
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Hottest item on the floor 








in extensive market tests’ 








Completely flexible! Easi- 
ly cemented in place. Cuts 
to shape with scissors. 


Bends smoothly around 
corners to form dripless 
edge without cracking 
In 10 yd. rolls, 32” and 
46” wide. 


Wall Floor 
CHOICE OF DISPLAY 
RACKS AVAILABLE 








BUILD! 


NG Propucts MERCHANDISER 


it-> 41 -(-M lCeF til: 


laminate « MYLAR* 


MYLAR*— DuPont's Re 
I’. M. for its superaienalb 
polyester film 


A terrific new, low-cost 
do-it-yourself counter top 


Market tests in the Connecticut area this year on new Bolta 
Top were extremely successful. When displayed, it immediately 
became one of the fastest selling items in the stores. 
Bolta-Top — with its extremely durable MYLAR surface (the 
strongest film ever produced) —is obviously what your cus- 
tomers have been looking for! A tough, long-wearing, burn- 
and-stain-resistant counter-top they can put on themselves — 
and at low cost! 

Bolta-Top is produced ina variety of colors and patterns for... 





BATHROOM KITCHEN 


Write today for samples and sa/es aids 


THE GENERAL TIRE « RUBBER COMPANY 
BOLTA PRODUCTS DIVISION + LAWRENCE, MASS 


PLASTICS 


Circle No. 7 on Coupon, page 64, 





the newest — 
Dutch Boy 
profit-maker... 





NALPLEX—NEW ACRYLIC LATEX 


FLAT WALL FINISH... already 
for “Dutch Boy” 


What’s the Buy-WorpD in latex wall paints? 
Today, it’s ACRYLIC latex! 


And in new Nalplex, the latest thing in latex 
paints, “Dutch Boy” dealers are the first to 
get this magical, money-making Buy-Worp. 


Already increasing sales and profits 

for dealers from coast to coast! 

A paint dealer just can’t miss with this revo- 
lutionary, new latex wall finish. 


As an acrylic, Nalplex has amazing hiding 
power. That’s why it’s called the one-stroke, 
one-coat wonder paint. 


As an acrylic, Nalplex assures TRUE flat 
finishes. No perceptible sheen! 

As an acrylic, Nalplex colors are the clean- 
est, clearest ever seen in latex paints. 


With no extra inventory, “Dutch Boy” 
dealers have companion colors in Satin 
Finish Enamel — the Color Gallery semi- 
gloss for woodwork and trim. Another 
big plus for both customers and dealers! 


More than that, new Nalplex gives people 
everything they want in a latex paint: Easy 
to apply. No odor. No lapmarks. Easy soap- 
and-water clean-up. Quick drying —1 to 2 
hours. Washable. : 
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making money 
dealers everywhere! 


Advertised in LOOK, 
POST, BETTER HOMES & GARDENS 


You probably saw the sensational 6-page ad 
in Look that introduced Mr. and Mrs. Amer- 
ica to new Nalplex, and told them where to 
get it. This ad had a Nalplex color card bound 
in — a “Dutch Boy” first that’s helped make 
Nalplex a “smash hit” right from the start. 

“Dutch Boy” Nalplex advertising is being 
continued throughout 1956. Dominant full- 
color ads in Look, Post, BETTER HoMEs & 
GARDENS. Backed up by powerful cooperative 
newspaper and radio advertising, heavy direct 
mail, new and different point of sale material. 


BUILDING PropucTts MERCHANDISER 


To dealers everywhere: Exciting new Nalplex is 
only one of the “Dutch Boy” dealer’s big-demand, 
big-selling 1956 profit-makers. 

That’s why a “Dutch Boy” franchise is such a 
sure-fire money-maker. Find out if there’s one 
available in your area. Just phone or write us. 


Made by the makers of ‘‘Dutch Boy’’ Paints 


NATIONAL LEAD COMPANY 


General Offices: 111 Broadway, New York 6, M. Y. 


Circle No. 9 on Coupon, page 64. 








EDITORIAL 





Secret Thoughts of the Salesman 


fren to the cooperation of certain of our 
workshoppers who provided us with names and 
addresses of several thousand retail sales employes, 
we are able to make the following report. e con- 
sider it one of the most significant editorials we have 
ever published. 

Questionnaires were sent to employes’ homes—no 
names were signed—there was nothing to prevent the 
employe from revealing his or her most secret 
thoughts, feelings and frustrations. 

The answers as revealed in this research are listed 
below with those most frequently mentioned in heavy 
type. Some of the items were mentioned scores of 
times, a few but once, 

1. “Tell me how to handle cut price competition— 

exactly what to do and say.” 

2. “Specific methods for improving my sales—not 

what to do but how to do it.” 

3. “Case examples of other salesmen’s successful 

techniques—that are real.” 

4. “How to get a complete understanding of the 
rinciples and techniques of salesmanship. Show me 
ow to apply them in my day to day work.” 

5. “Training in capsule and digest form. Read- 


able, educational material—short, explanatory, illus- 
trated, believable. Lots of meat, little waste.” 


6. “More and better sales and sales training 
meetings.” 

7. “Handy charts to show monthly payments for 
any sales amount, any length of pay off. Tell me how 
to sell our credit plans.” 

8. “Some good examples of resourcefulness in 
handling the problems I encounter.” 

9. “A book of answers for the 101 questions 
people ask me about different products. Tell me how 
to analyze my customers’ problems better.” 

10. “I need a course in estimating and blueprint 
reading, also how to use a sketch pad in selling build- 
ing improvements.” 

11. “How to develop end-use package sales and get 
away from selling competitive material prices.” 

12. “Better organized product information meet- 
ings. I need more information on what products will 
do for customers.” 

13. “How to dig up prospects and increase my 
sales.” 

14. “How to analyze the real objective that is hold- 
ing up the sale and how to overcome it.” 

15. “I want to be told the right way to do things. 
I need a job book telling me just what to do and how 
and when to do it.” 

16. “Ways to organize my time and work better.” 

17. “Specific ways to sell quality and service 
against price. I need some dialogues and conversa- 
tion pieces showing me how to grade-up the price 
buyer.” 

18. “I want to be taught how to think, how to make 
friends, and how to get along with people.” 

19. “Some practical ideas for related and sug- 
gestive selling so that I can increase the size of my 
average sale.” 


20. “How to handle the ornery, difficult buyers.” 
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21. “A working knowledge of color harmony and 
interior decorating principles.” 

22. “I want to be brought up to date on merchan- 
dising know-how.” 

23. “Manufacturers’ and wholesalers’ salesmen 
who will work as hard telling, selling and showing 
me as they do the boss.” 

24. “The kind of tools I need for selling, like a 
camera, color slides, projector, etc.” 

25. “More and better information in and on labels 
and packages of manufacturers’ products which give 
application instructions.” 

26. “More leads from consumer advertising.” 


27. “Keep us up to date on any changes in products 
or promotion.” 

28. “Manufacturers’ and wholesalers’ salesmen 
that will go out and call on customers with me. Sup- 
emg representatives need more training in how to 

elp us.” 

29. “I would like some hot selling tips and pointers 
to increase my sales.” 

80. A boss that will be as interested in his sales 
people as he is in sales and profit figures.” 

31. “Would like to have the boss tell me more often 


‘How I'm doin’. 

32. “I need some realistic goals and to find out how 
to grow in faith and confidence in my future.” 

33. “How I can make myself useful in advertising, 
display work and other things that will help me in- 
crease my income.” 

34. “How to get closer to my boss and my fellow 
workers.” 

35. “A shot in the arm periodically. I want to 
know what really will make me successful, like the 
boss.” 

36. “Some check lists for a daily check-up that will 
keep me on my toes.” 

87. “How to develop my mind—my personality 
my character—some inspiration for the dull drab 
days.” 

38. “I want to know what the successful salesman 
has that I haven’t got.” 


39. “How to impress on the boss that 1 deserve a 
raise.” 

40. “To be told how I can make more money—how 
I can work up to be manager.” 


A wise leader said, “The greatest mistake manage- 
ment can make is to underestimate the potentialities 
of people”, Each management reader will judge for 
himself the application of this thinking to his own 
personnel problems. May we suggest checking off the 
things you think your employes are entitled to have 
and do not have today—and then set out to secure 
and provide them. 

Probably nothing you could do would have a more 
constructive effect on your future net profits. 
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We're ready to serve you 


from our new Frestbrand fiocoring plant 


Completion of the all-new FROST hardwood flooring plant in 
Shreveport, Louisiana marks another milestone in 
Olin Mathieson’s program of 


expansion, modernization and improvement. 


From this new plant will come the finest kiln-dried 
hardwood flooring with eased edges and 
nailing grooves... steel strapped and palletized...easy to handle, 


easy to apply and moderate in cost. 


SPECIFY FROSTBRAND HARDWOOD FLOORING 


\f rent 


FOREST PRODUCTS DIVISION OLIN MATHIESON CHEMICAL CORPORATION 


SHREVEPORT LOUISIANA 























BuILDING Propucts MERCHANDISER Circle No. 10 on Coupon, page 64. 





Your Complete 
NRLDA Exposition Program 


PREVIEW 


What to see—where to see it—and when. Here is 
the detailed program of the third annual NRLDA expo- 


sition in Chicago, December 10-13. 


Dealers are preparing to pack their bags for 
the third annual NRLDA convention in Chi- 
cago, December 10-13. This will be the biggest 
and unquestionably the best of the annual 
dealer shows thus far. 

Starting Monday morning with a_ kickoff 
breakfast at the Conrad Hilton Hotel, there will 
be clinics, demonstrations and special events 
from breakfast until 5 p.m., Monday through 
Thursday. 

Over 200 manufacturers have taken more 
than 400 exhibit spaces for a giant Products-in- 
Action display at the International Amphi 
theatre, 42nd and Halsted Streets. 


November 26, will carry complete details of the 
store.) 

Most dealers will want to visit the three 
NRLDA model homes in a Chicago suburb. Spe- 
cial bus transportation to the homes will be 
provided from the Amphitheatre. 

The social program will include special 
events for the ladies, who are also invited to 
attend the kickoff breakfast on Monday and 
the Model Home breakfast clinic on Tuesday, 
both at the Conrad Hilton, the convention hotel. 

Please consult these pages for complete de- 
tails of the four-day program. 

Dealer registration for the four days is $15; 


One of the leading attractions at the Amphi- one day, $5. Advance registration may be made 
theatre will be the Profit-Maker Model Store by writing W. B. Kennedy, Jr., Attendance 
(35' x 90') complete with modern front, where Chairman, National Retail Lumber Dealers 
more than 200 products will be displayed ac- Association, 302 Ring Building, 18th and M 
cording to the latest merchandising methods. Streets N.W., Washington 6, D. C. 

(Big special section in American Lumberman, The Editors 


AM 


Management Breakfast Clinics 


WHERE—Conrad Hilton Hotel 


TIME—8 to 9:30 a.m., Tuesday, Wednesday 
and Thursday. 


Tuesday—"'Women's Housing Congress Model Home 
Program," Robert A. Jones, Middle Atlantic 
Lumbermen's Assn., chairman. 


Wednesday— Management Side of Merchandis 
ing, Jack W. Parshall, executive editor, Building 
Supply News, moderator. 


Thursday—-' Profit Management,’ J. C. O'Malley, 
O'Malley Lumber Co., Phoenix, Ariz., moderator. 


DESCRIPTION—Both dealers and their wives are 
invited to attend the Tuesday breakfast, which wil! 
coincide with televising of the NRLDA model homes. 


Also appearing on the Tuesday clinic will be Anna- 
belle Heath, assistant administrator, Housing and 
Home Finance Agency and Joseph H. Orendorff, 
technical advisor for the same agency. 
Selected dealers will serve as panel members on 
the Wednesday and Thursday breakfast clinics. 
“Profit Management,” a new film for lumber dealers 
released by U. S. Gypsum Co., will be shown on 
O'Malley Thursday. 
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Management Luncheon Clinics 


W HERE—iInternational Amphitheatre, Stock Yards Inn Ballroom. 


TIME—12 noon—2 p.m., Monday, Tuesday and Wednesday. 


Monday 


Seattle, clinic chairman. 


Tuesday—''Profitable Kitchen Remodeling,” Har 


Kansas City, clinic chairman. 


Wednesday 


Yards Reading, Penna., clinic chairman. 


DESCRIPTION—How to get the most out of 


Successful OHI Experiences,'’ Robert Blackst 


sser 


‘Opportunit es in Ready Mix.’ 7 Merritt 


these three markets—home 


improvement sales, kitchen remodeling and ready-mix sales will be developed 


by a panel of speakers at each of these three clinics. 


All registered dealers will be admitted to the management luncheons 


separate charge will be made for the lunch. 


Watson Malone III, Watson Malone & Sons, Philadelphia, is general clini 


chairman. 


Profit-Maker Model Store 


WHERE—Exhibition floor, International Am- 
phitheatre. 


WHEN—Tours: Monday 10:30 a.m.—5 p.m.; 
Tuesday and Wednesday 10 to 5; Thursday 
10 to 4. 


DESCRIPTION—Designed to conform with the 
latest merchandising trends, the Model Store (35' x 
90’) will show some 200 manufacturers’ products 
displayed on American Lumberman fixtures and 
NRLDA standard panels. 
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Blackstock 


Automatic tape recorders will be hooked to each 
major display, giving the complete data on each idea 
in the store 


Each product will be grouped as it would be in an 
ideal store layout for maximum customer convenience 
There will be new ideas in home planning centers and 
self-service displays 

Gordon J. Lawler, managing editor, American Lum- 
herman and John P. Cooney, manager, consumer sales 
division, Edward Hines Lumber Co., Chicago, are co 
chairmen of the Profit-maker Showroom. Other ad 
visers are Paul Ergang, director of visual merchan 
dising, Reflector Hardware Co., Chicago and James N 
Lindenberger, architectural consultant, American Lum 
herman 

Complete preview of the neu tore will be found 
in a special section of the November 26th issue, Be 
ure and look for it.) 
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Materials Handling 





WHERE — International 
southwest section. 


Amphitheatre, 






WHEN—Monday 10:30 to 12 noon; 1 to 2 
p.m.; Tuesday, Wednesday and Thursday 
10-12 noon; 1 to 2 p.m. 






Demonstration — Demonstrations of equip 
ment will show materials being handled in unit 
loads from flat cars and window-door box cars. 
Afternoon clinics will be held in a meeting room 
on the exhibition floor of the Amphitheatre. 










Topics to be discussed each afternoon from 
2:15 to 3:30 are: 


"Fundamentals of a Mechanization 


Monday, 


Program. 


Tuesday, ‘Problems of Improving Lumber Ship 


ments.” 


Wednesday, “What Mechanization Has Done for 
My Yard,” 


— ec A A 


to Your Material Handling 


' Solut on 


Thursday, 
Py { »t lems , 


V. Joseph Wardein, Ginter-Wardein Lumber 
Co., Alton, Ill, is chairman of the general hand- 
ling coordination committee. R. R. Dooley, U. S. 
Gypsum Co,, Chicago, is chairman of the Track- 
side Demonstration Committee. 


(program continued on page 30) 
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Brown 


Squires 


Warehouse Demonstration 


WHERE—Main floor, International Amphi- 
theatre. 


TIME—Monday 10:30 a.m.— 5 p.m.; Tues- 
day and Wednesday 10-5 p.m.; Thursday 
10—4 p.m. 


DESCRIPTION—Full-scale pole-frame lumber 
shed of single-pole design was engineered spe- 
cifically for the Exposition. The warehouse work- 
ing area (100'x 100’) will permit continuous 
demonstrations of handling and storage by fork 
lift and other mechanical equipment, using every 
type of building material package. 

Palletizing, strapping and lumber covering 
methods will be demonstrated. More than three 
hours of films illustrating every new material 
handling method will be shown continuously in 
the Exposition’s Little Theater. 

David W. Squires, Thompson Lumber Co., 
Champaign, IIl., is chairman of the Indoor Ware- 
house Committee and Robert B. Brown, NRLDA 
materials handling director, is chairman of the 
Little Theater Committee. 


SPECIAL EVENTS 


KICKOFF BREAKFAST, Monday, 8 


a.m., Conrad Hilton 


OFFICIAL OPENING, Monday, 10 a.m., 
International Amphitheatre 


LADIES LUNCH & STYLE SHOW, 
Monday noon, Conrad Hilton ball- 
room 


INDUSTRY COCKTAIL PARTY, Mon- 
day, 6:30 p.m., Conrad Hilton 


(courtesy Cook County (Ill.) Lum- 
bermen’s Association for exhibitors 
and registered dealers.) 


LADIES THEATER PARTY, Wednesday 


matinee 


NRLDA DINNER & DANCE, Wednesday, 


7 p.m., Conrad Hilton ballroom 
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MATICORK =- LOORING 


the beauty of cork...the advantages of tile 


Show women a bargain in beauty — and they grab it up fast! That’s what's 


happening right now with MATICORK — the tile flooring that captures all 


the rich warm beauty of true cork . . . yet is much lower in cost. . . far 
easier to keep spotlessly clean. Available in vinyl-asbestos and asphalt, 
rugged MATICORK is a practical do-it-yourself flooring . . . can be installed 
on, above, or below grade. In light, medium or dark shades. 9” x 9” 


Thicknesses: Asphalt-1/8", 3/16”; Vinyl-Asbestos - standard gauge , 1/8”. 
Mastic Tile Corp. of America 
Dept. 3-11, Box 986, Newburgh, N. Y 


Please send me Free color chart and complete 


MASTIC TILE CORPORATION OF AMERICA | Gata onmaticonk pict 


Houston, Tex. ¢ Joliet, Ill, ¢e Long Beach, Calif. ¢« Newburgh, N. Y N 
Name 


Rubber Tile ¢ Vinyl Tile « Asphalt Tile « Confetti « Aristofiex Address 
Parquetry « Maticork « CorkTile «¢ Plastic Wall Tile 
City Jone State 


SUILDING Propucts MERCHANDISER Circle No. 37 on Coupon, page 64. 


















Power Tool Merchandising Clinic 
WHERE—international Amphitheatre, northeast corner. 


TIME—Monday 10:30 a.m.—12:30 p.m.; Tuesday, Wednesday and 
Thursday 10-12 noon. 


DESCRIPTION—The two-hour clinics on power tools will cover such 
subjects as promotions and demonstrations, credit selling and rental; acces- 
sories and tie-in selling; display, product knowledge and advertising. 

William E. Wannemaker, Gee Lumber & Coal Co., Chicago, is clinic 
chairman. 


IMA 
Component Parts Clinic 


WHERE—International Amphitheatre. 


TIME—Monday—10:30 a.m.—12:30 p.m.; Tuesday, Wednesday 
and Thursday—10-12 noon 


DESCRIPTION—-How the lumber dealer can fabricate and profitably 
merchandise component house parts—floor panels, wall panels, roof trusses 
and interior partitions will be explained at these clinics. 

One highlight will be a new component kitchen complete with mechanical 
equipment and cabinets. Other components to be spotlighted include: pre- 
fab flues, fold-away stairs, pre-hung doors and garage doors. 

The demonstration theater will be equipped with bleachers. Fred Dill, 
Dain & Dill Lumber Co., Carmel, N. Y., is co-chairman with Carl Norcross, 
executive editor, House & Home magazine. Other committee members 
are Raymon Harrell, director, Lumber Dealers Research Council and 
Donald 8S. Kovar, Joseph Lumber Co., Chicago. 
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All three homes are adjacent to each other. A tele- 
vision program will publicize these homes. They will 


NRLDA Model Homes 





Frequent bus service is scheduled from the Amphi 
theatre to the Chicago suburb, where the NRLDA 
model homes will be on display. Tours will run Sunday 
through Thursday. Three homes, one split-level and 
two one-story dwellings with and without basement, 
were built in accordance with recommendations of the 
housewives, who attended the Women’s Congress on 
Housing earlier this year. 
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also be featured at a breakfast at the Conrad Hilton 
on Tuesday morning. 

Paul V. DeVille, DeVille Lumber Co., Canton, Ohio. 
is chairman of the NRLDA Committee on the model 
homes, one of which will be built on the Lu-Re-Co sys- 
tem. Dealers will be asked to erect similar homes 
throughout the country as part of a public relations 
campaign. 
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Greater UNIFORMITY of GRADE 


SPELLS GREATER BEAUTY, 
PERFORMANCE AND ECONOMY WITH 


PAL ©C@ Architectural Quality Redwood 


VERTICAL GRAIN GRADES FLAT GRAIN GRADES 











OE 


The very finest available. 
Vertical grain that can't ‘shell 
out" —rich redwood colorings 
throughout — the full benefit 
of all features found only in 
heart redwood. 


CERTIFIED DRY 
CRA A GRADE V.6. 
PALCO” REDWOOD 





A selected grade of vertical 
grain containing some clear 
sapwood — unsurpassed as a 
paint surface — often chosen 
for decorative value of color 
contrasts where more durable 
heart qualities are not essen- 
tial, 


Redwood is so different from any other lumber 
that it requires its own unique grade marks. Whereas 
“A Grade” compares with the top grade in other 
soft woods, redwood offers an even higher quality in 
“Clear Heart,” with its exclusive properties of resist- 
ance to weather, insects, decay, swelling, shrinkage 
or warping. 

Performance of redwood is vitally dependent on 
specification of the proper grade for each job. Through 


Spouily the test; in Kodwrod. 





CERTIFIED DRY 
CLEAR HEART 
PALCO’ REDWOOD 








The finest flat grain available, 
with full benefit of all heart- 
wood qualities, PALCO Archi- 
tectural Quality features the 
pattern surface cut from the 
bark side to prevent raised 
shell grain. 


CERTIFIED DRY 
A GRADE 
PALCO’ REDWOOD 








Where clear heart is not re- 
quired, painting is indicated, 
or decorative color variation 
is desired, A Grade contain- 
ing some sapwood may be 
specified. PALCO Architec. 
tural Quality again insures 
controlled manufacture to 
prevent ‘shell out,” 


the most rigidly controlled manufacturing in the 
industry, PALCO Architectural Quality offers the 
highest uniformity of grade — plus the fact that all 
resawn siding is vertical grain, and flat grain produc- 
tion is controlled so that pattern is run on the proper 
face, thus avoiding raised shell grain even under 
severe exposure. Only PALCO gives you this assur- 
ance... yet it costs no more. 


PALCO’ mum 


Pe 
= aN aS 


a 
ee ae a 


foo o-oo eee ee eee ee 


See Sweet's Architectural File, or send coupon for your 
personal copy of this aid to redwood specification — 
and informative booklet ‘From Out of the Redwoods” 


THE PACIFIC LUMBER COMPANY 
100 Bush St., San Francisco 4, Calif.—Dept. AL 


Please send me without obligation 


o write for copy 


| 
| 
| 
| 
| 
THE PACIFIC LUMBER COMPANY | 
| 
| 
| 
! 
| 
! 


Reprint of Architectural File Bulletin outlining specification 
data, PALCO Redwood potterns, sizes, grades, grains, ete 


From Out of the Redwoods''— colorful booklet showing 
how PALCO Redwood ond Redwood Products ere produced 


NAME 


Since 1869 + Mills at Scotia, California 
TITLE 


35 E. Wacker Drive 
Chicago | 


100 Bush Street 
San Francisco 4 


2185 Huntington Drive 
San Marino 9, Calif 


COMPANY 
ADDRESS 


MEMBER OF CALIFORNIA REDWOOD ASSOCIATION city - — ZONE STATE 
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American Lumberman Exclusive 





By Earl Young, Advertising Manager 
The Calcasiew Lumber Co., 
Austin, Texas 








WINDOW DISPLAYS That Build Business 


How to analyze your products for window display; how to use your windows 
to sell “packages”; how professional aid can help — and where to find it. These 
are some of the angles of window display covered in this article. Read all four 


articles in this series and make your windows a hot sales area. 
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TTE HOMES sain : 
1956 HOME IMPROVEMENT CONTEST 
a. $25, 000 ;, cash prizes 





they were used again inside the store. 


Part Il 

You’ve read the first article in the series, “Build 
Window Displays That Boost Business,” in the Oct. Ist 
issue of American Lumberman, and you're convinced 
You’re going to turn every available window into a 
potent advertising force. You know the basic tools you 
need; you know the basic physical elements required 
for a display. 

But if you’re like most people doing a real display 
for the first time, you’ve just one big question: “Now 
what?” The answer to this is the most important step 
in starting an active and profitable display program. 

Once a dealer leaps the first hurdle that confronts 
him with every display, the problem becomes much less 
difficult and he is much more likely to continue his 
display program. 


Plan a display. Step one: Decide what you want 
to display, what can be sold best in your windows. 

Generally it is best to show one thing at a time. 
Variations in color or style, of the same product may 
be shown, but it is best not to confuse the customer 
with completely different items. 

Remember that a person going by absorbs the win- 
dow in a flash (if he’s attracted in the first place), so 
it’s necessary to divide his attention as little as possible 
in order to make an impression. If what you want 
to promote is an idea, including the use of many prod- 
ucts, it’s all right to show them or samples of them all 
in the window, but if you do, make them secondary to 
the general idea, which makes them go together. 

This is important. In this way, you can still make 
your one big impression on the potential customer, 
instead of losing his attention because you showed too 
much to look at. As a matter of fact, you can fill the 
window with products—if they are in some way related 
and if what you emphasize is the general idea. For 
instance, perhaps you want to say “Everything to Re 
decorate a Room for Only $59” and have a window 
display showing all the materials, tools and a card show- 
ing how this was figured. Although you use many 
elements, the window can be very effective because 
what you’re selling is a single idea: “It’s not expensive 
to remodel a room” and secondarily, ““‘We have every- 
thing to do it with.” 
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BACKGROUND AND BIG CONTEST SIGN remained in the window for 2'/2 months. 


The small project signs and merchandise were changed weekly to tie-in with home 
improvement newspaper ads. When project signs were removed from the window, 


PACKAGED KITCHEN PROMOTION is foea- 
tured in this sign. Copy, lower left, says price 
includes new cabinets, floor covering, new 
ceiling, Formica drain, wall paneling and 
painting. (See footnote for how this sign was 
made.) 


One idea, Get across one product or one idea at a 
time. Try not, however, to limit your choice of prod 
ucts for display advertising. The physical possibilities 
for showing the products you sell may seem limited if 
you have small windows. 

Nevertheless, try to represent your entire operation 
to the public as far as possible. Though many of your 
products will be too large to show in the window, you 
can show samples or models. People are used to visual 
izing from samples and you can reach them effectively, 
especially if you help them by showing the real sample 
in combination with a color photograph, architect's 
rendering or other mapped-out plan for its actual use 

Do not, then, use only items actually small in size 
because you have small windows. Building materials 
suppliers send out many beautifully prepared brochures 
and other advertising pieces, suitable parts of which 
you can utilize as display elements by mounting on 
cardboard. 

Mounting can be easily done with rubber cement used 
according to directions on the bottle. Attach a card 
board easel back for standing or frame. Some of your 
suppliers have handsome scale models of their products 
or of homes and buildings, which you may borrow or 
buy for special promotions. These make very effective 
traffic-stoppers. 


Choose timely subject. As far as physical adapt 
ability is concerned, you must simply adapt your pre 
sentation of the chosen subject to your display space. 
The next, and perhaps the most important considera- 
tion in choosing the subject for your display, is time 
liness. Doea the product fit the season? Are people 
interested in this sort of thing this time of year? If it’s 


(continued on page 36) 


* Framed rectangle of beaver board 30° wide and 40” high with 12's on 
the rear. Two small triangular pieces of Yi" plywood were nailed te the 
lr2's on each side to form an easel ba 

Iiustration of the product, the copy about terms and price were painted 
divect n the main portion of the sign Small copy, lower left, was 
rinted on a show card press and glued to the main sign, Headlines were 
sinted on a separate piece of beaver board and tacked into position, Art 
for the lustrations was taken directly from Calcasiew's newspaper ads. 

By using @ smaller sign, @ dealer could print all his copy on a thow 
ard press. Instead of painting the iUlustration, @ phot graphic blowus 
might be wsed of the ort used in your own newspaper ads 
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LET'S FACE FACTS — 


Our basic material is fine wood. Our basic products 
are fine, residential windows. We could aah metal 
windows faster and cheaper—but wood leoks 
longer. We’ll stay with 


better, and works better 
wood for frames and sash. 





We could have decided to make wooden frying 
pans with metal handles. But, while making wood 
Sepennrraly fire-resistant is no great problem, 
we of no way to make wood transfer heat. 
It’s too good a thermal insulator. The metal handle 
would get hot while the wooden pan stayed cool. 





Or, we could have gone into the manufacturing of 
wooden ice cube trays. But, again, wood resists 
transferring cold -so, ice cube trays made of wood. 
would be mighty inefficient. 























WINDOW BALANCE 


witre 


LIF Q@)LOXx. 





Write for additional information about 


finest windows—now offered at competitive prices. 
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WOOD IS HERE TO STAY 


The modern chemical magic which takes place dur- 
ing immersion makes wood water-repellant and rot 
and insect resistant. Of course, wood never rusts- 
out or corrodes. It’s easy to adjust, too, when the 
house settles (as even the best homes do). 


Even before modern day toxie-treating, wood 
windows usually out-lasted the homes in which 
they were installed. Just check over the materials 
offered by wrecking companies. You'll find plenty 
of used wooden windows and doors, still in 

condition. Now, wood is an even better material 


and it blends beautifully with residential settings. 


No matter what the home decorating plan— it’s easy to 
varnish, stain or paint wood windows to harmonize. 
They’re much easier to drape, too, and a lot easier to 
maintain in good working condition. 
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PROFESSIONAL HELP can add tremendous interest and color to 
your window displays. Article tells where to find such help. 


a special you're considering, can you plan your window 
to coincide with the biggest payday in your town, or 
on the days when the most people are able to get to 
town? If it’s a new product on which there will be 
national advertising, can you plan your window to be 
in right after the magazines hit the stands? 

is there a special local celebration or campaign that 
points up one of your products or services? As you 
ask yourself these questions, it’s easy to see that having 
the right item in the window at the right time can 
make the difference between scattered sales and a cloud- 
burst of customers. 


Analyze the product. After choosing the product, 
the next step is boiling down all the aspects and infor- 
mation on a product or plan to those few most impor- 
tant or most appealing factors. 

First, gather together all the information concerning 
the product or idea. Really do it. Even if you feel you 
know the product very well, a little refreshing may 
bring up a very timely point. 

Specifically, get together any spec sheets, brochures 
or other literature on the product. Add to them your 
personal knowledge of the material. Jot down the 
points you feel would make the average person buy 
the product. If you have received any information 
from other parties, who have promoted the product, 
take into consideration their methods of presentation 
and what results they brought. 

From these points, select what you consider to be 
the most important of all: price, long-life, easy-upkeep, 
luxurious beauty; special function or versatility; con- 
venience, etc. Whatever aspect you choose as most 
appealing should be the one brought out in your display. 


Next step—suitability. Consider the suitability of 
the main point for presentation in the window. Can 
you demonstrate it visually? Perhaps not in its actual 
state, but by example? Must it just be told in words? 
Will it sound interesting enough? Can you show it by 
comparing it with old or other models? Can you drama- 
tize the main point in some way—exaggerate, make 
more colorful, bring to mind by a word-picture or con- 
trast it with something to point it up? The thing that 
exaggerates or brings to mind the point can be your 
attention-compeller. 

In searching for an attention-getter, try to find some- 
thing which is cute or pretty or funny or unusual in 
itself, which reminds you of the idea or product or 
which does in a different way what the product does; 
or something which in itself has come to suggest that 
which is the main feature of your product. 

For example, if you were displaying roofing, you 
could use an umbrella full of exaggerated holes with 
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rain coming through (large cardboard drops) with the 
caption: “How’s Your Roof?” 

Then, in a less conspicuous part of the window, you 
show a sample of a type of roofing, identify it, give its 
price and if room, its features. With the atten- 
tion-getter, you raised the question of buying roofing to 
many passersby who would never have considered it 
otherwise. The use of the umbrella in the roofing dis- 
play was the use of another item, which does the same 
thing as your product, in an entirely different way. 


Selling packages. In selling services or package 
deals, the same procedure fits, but visual display aids 
will be even more important. You can’t just tell people 
about something as intangible as services or packages. 
You must show them something. Suppose, for instance, 
you wanted to promote your kitchen planning service. 
To say that you now offer the service of planning kitch- 
ens and that it is free of charge might interest some 
people, but it is certainly not compelling. 

If you could actually show the housewife that you 
have tools and information she lacks, you would have a 
greater chance of interesting her. Show her the scale 
models of actual kitchen cabinets and appliances, which 
you can move around on a scaled down plan of her 
kitchen floor space. Show her the advantage of seeing 
how it'll work, instead of trying to guess. 

Whatever your display, make preliminary sketches. 
Artist or no artist, as a lumberman you're used to 
drawing things off. Lay out how your window should 
look. Arrange the elements carefully in your sketch 
(be sure the area in your sketch is proportionate to the 
actual window area, or it won’t mean a thing). Then 
follow the sketch as closely as possible. 

Remember, you'll have an attention-compeller, a ban- 
ner or other sign with the head, the product or sample 
of the product and other showeards and material as 
needed to back up your primary assertion; then light- 
ing and backing. 

The placement in the window is very important to 
the success of your display. You may have all the 
elements, but if you are careless about the final assem- 
bly of them your desired results may not be achieved. 
Remember that the impact of display is visual. 

Your window has to look attractive. Go out and look 
at the effect as you arrange it. Put yourself in the 
place of the passerby. Ask yourself if the display does 
the job of interesting the customer. 


Professional aid. The use of professional display 
help in your program will seem expensive, considered 
by itself, so the important thing is to plan your use 
of it. Use professional help for a real bang to start off 
a new product you're planning to push in quantity or to 
celebrate an anniversary if you’re planning a big pro- 
motion with it; or for an important seasonal institu- 
tional tie-in——Christmas, or a centennial, ete. Anytime 
you plan an extraordinary promotion, it will pay you to 
get professional help. Remember, too, use it well. Let 
the experienced display man design and build the idea 
of your promotion. You do the rest. This is using his 
experience where it counts. 

If you do not have display people or display houses 
in your town, look to the art department or commercial 
department of universities or colleges in your vicinity. 
There you may find semi-skilled people to help with 
your displays. 

With your guidance as the experienced businessman, 
now acquainted with the problems and uses of display, 
they can produce many of the elements and thereby 
save you production time. 


The third article in this exclusive American Lumber- 
man series, next issue, will discuss these subjects: how 
to use national advertising and your own advertising 
for a window tie-in; how often to change windows; 
advance window planning; use of “feature windows” 
and seasonal displays. 
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DUALINE 


BY-PASSING DOOR HARDWARE 


“Ge get... 
FASTEST TURNOVER 
with half the inventory" 


We've reduced stock — increased 
profits—with ACME DUALINE 
Interchangeable Hangers for both 
%” and 1%” By-Passing Doors 


© 


These quality features in the 
NEW ACME DUAL PURPOSE 
HARDWARE mean cleaner profits 
for us...and customer satisfac 
tion. 


SOLID ALUMINUM TRACK —jump- 
Proof, Rust-Proof. Provides extra 
quiet, fingertip operation 
NYLON WHEELS — Permanently lubri 
cated for silent, efficient, lifetime 
service. 
LOW HEADROOM—Only 14" required 
between door and header 
ADJUSTABLE SIDE MOUNT HANGERS 
Made of zinc lusteron plated steel 
Slotted for easy, accurate adjust 
ment 


“ALL-IN-ONE” No, 110 Adjustable 


IMSTALL ATION 





Nylon Fioor Guide included with 
each set 


(ACM, 


MANGE 0907 
On ttn 

0008 fon 1% 
IMSTALL ATION 


Get full details from your 
jobber. Ask him about 
Sales Displays, or write... 


ACME 


APPLIANCE MANUFACTURING CO 


C1956 Acme Apoiionce Manvtecturing Co 


Circle No. 13 on Coupon, page 64. 
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rademarked PONDEROSA PINE 


r 


‘Go 


Cut from perpetual 
yield virgin 
Ponderosa 
high in the 
Arizona mountains 


forests 


Precision manufac 


tured in modern 
mills 
a 
Scientifically dried 


End 


stamped with the fa 


waxed and 


mous “Indian Sign 
trademark 


delivery on 
mixed 


Quick 
straight and 


cars 
* 


Write for 
your nearest 


name ol 


representative 


SOUTHWEST 


LUMBER MILLS, INC. 
General Offices 
P. O. Box 908 
Phoenix, Arizona 
Mills at 
Flagstaff 
Elevation 
McNary 
Elevation 


7000 ft 


7300 ft 


Circle No. 14 on Coupon, page 64, 


37 





Measure 
of Service 
(o ou 


You, our readers, are the most important 
facts in our publishing lives! Serving you 
is Our most important function. And we 
value an impartial measure of how well we 
do serve you. 


Our membership in the Audit Bureau of 
Circulations*® brings us that measure. Once 
each year, an experienced A.B.C, auditor 
calls at our office to review and report on 
your new and renewal subscriptions . . . the 


cash ballots that you cast in our favor. 


That auditor examines all our books and 
records to develop the solid numerical facts 
about the circulation progress that only 
your satisfaction and your liking for our 
publication makes possible. 


According to this precise, impartial ex- 
amination, American Lumberman provides 
the kind of service which attracts more new 
subscribers, and wins more renewals of 
subseriptions than ever before in our more 
than 80 year history. 


We are happy to report to you that our 


publisher's statement to the Audit Bureau 
of Cireulations for the six months period 
ending June 30, 1956, shows American 
Lumberman has more subscriptions among 
retail lumber dealers than any other pub- 
lication serving this important market. And 
that more American Lumberman subscrib- 
ers renew their subscriptions—-an amazing 
82.17 pereent to be exact. 


This circulation leadership shows that 
American Lumberman’s broad program of 
exclusive industry services are useful and 
of value to the lumber and material dealer 
interested in better management and profit. 


* * * 


*The Audit Bureav of Circulation, founded in 
1914 to bring order out of circulation chaos, 
is @ cooperative, nonprofit association of 
leading buyers and sellers of advertising 
spoce in the United States and Canada. 
A.B.C. sets paid circulation standards, avdits 
and reports circulation facts. The A.B.C, 
symbol marks circulation integrity. 
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TIMBER! 


here come more customers from Imm 


Wouldn’t you know? Home handymen everywhere look for the prod- 
ucts and materials that are advertised in LIFE. That’s why more and 
more lumber dealers are featuring advertised-in-LIFE products at the 
point of sale and in their local advertising to attract more of these 
home improvement customers. 


For LIFE pre-sells amateurs and experts alike at the local level—by 
reaching 3 out of 5 homes in the average community in a 13-week 
period. This means that LIFE works for you .. . right in your own Audience source: A Study of the 


Household Accumulative A udimnce 


neighborhood . . . sending more sales your way. of LIFE 
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FIXIT SERVICE Breathes New Life 
into Drought-Stricken Business Area 


Kansas dealer, at the same time, develops remodeling jobs for local contractors. 


Dealer Ads 
Set the County Gossiping 


The classified section of the 
weekly Clark County Clipper is 
read as avidly as the front page, 
so Home Lumber Co, cooked up 
a promotion that had the whole 
county talking about the marital 
problems of Hilda and Homer 
for a month, Here's the series of 
classified ads, 


First Week 


HOMER Am terribly sorry 
about the other night. I should 
not expect you to work all day 
at the store and spend the night 
fixing things around the house. 
Please come home, Hilda. 


Second Week 


HILDA Cannot spend every 
night working like a slave, No 
sense in my coming home until 
we find a solution to our problem. 
Have racked my brain but can 
think of no way out. Am getting 
tired of my own cooking. Sorry, 
Homer. 


Third Week 


HOMER Just heard of some 
thing whereby you can spend 
peaceful, restful evenings at 
home, Will send complete details 
as soon as I get them. Keep your 
fingers crossed and start packing. 
Love, Hilda. 


Fourth Week 


HOMER Just learned of the 
most wonderful thing a few days 
ago. PETE the FIXIT Man has 
fixed the screen door, repaired 
the lock on the back door, framed 
my pictures and he can do so 
many other things. His prices 
are reasonable and his service 
prompt. All we have to do is call 
41—the lumber number and ask 
for Pete. Will have breakfast 
ready for you in the morning. 
Love. Hilda. 


40 


“Let Pete do it” has become a 
household word in Ashland, Kan., 
and surrounding counties because of 
a series of classified ads which had 
everyone guessing and gossiping. 
The slogan, part of the promotion 
cooked up by Home Lumber & Sup- 
ply Co., Ashland, is actually helping 
develop new business through its 
Fixit service. 

“Pete” in real life is Peter Steg- 
man, assistant manager, and the 
firm’s original Fixit Man. 

Ashland (pop. 1,600) is located in 
the agricultural area of southwest- 
ern Kansas. Wheat crop failures 
for the past three years and drop- 
ping cattle prices have thrown a 
kink in the local economic situa- 
tion. Looking over his sales figures, 
manager Charlie Guyer decided he 
had to come up with something to 
rustle up new business, and he de- 
cided more customer service might 
do the trick. 


“We realized there were many 
odd jobs around the house that 
needed a few hours to complete,” 
Guyer says, “and local contractors 
weren't interested in handling 
them. In most of these cases folks 
didn’t have the tools or equipment 
to do the job.” 


No contractor competition. 
“We decided to set up a fixit service 
to get our foot in the door for build- 
ing materials sales. We have no in- 
tention of competing with contrac- 
tors. All we want to do is sell a little 
lumber and build goodwill. We 
figured these small jobs would be a 
source of leads for more extensive 
remodeling jobs, which we could 
turn over to one of our local con- 
tractors. 


Teaser ads. Guyer ran a series 
of teaser classified ads in the per- 
sonals column of the weekly county 
newspaper to promote the fixit serv- 
ice. For three weeks, the ads built 
around the marital problems of a 
mythical Homer and Hilda had the 
whole community gossiping. (See 
box.) 


Small jobs build big sales. “We 
get an average of three or four calls 
a day,” Guyer says. “Pete’s jobs 
vary from framing pictures to in- 
stalling closet shelves and fixing 
screens and windows. 

“With these small chores, we 
usually get our foot in the door for 
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larger sales. Installation of a front- 
door threshold led to the sale of a 
front door, a lockset and a complete 
new roof job in one case,” Guyer 
adds. 


Labor costs vary from 50c to $25 
a job, but the majority of the jobs 
are in the $5 to $10 category. 


“We take care not to infringe on 
any job a contractor would like to 
handle,” Guyer adds. “The Fixit 
Man’s hourly wage is considerably 
higher than the prevailing wage for 
building mechanics and local build- 
ers realize we’re not trying to un- 
derbid or cut costs on small jobs.” 


Consistent promotion needed. 
“The fixit service will be a worth- 
while service only as long as we pro- 
mote it and provide prompt service. 
Knowing that Pete will be out in a 
hurry is invaluable in developing 
good will among women in this area. 
We’ve been so busy, that we’re add- 
ing another man to help Pete. 

“By itself,” he says, “the special 
service won't make us millionaires, 
but we’re having fun, making 
friends and a profit, too.” 


PETE THE FIXIT MAN has become so 
popular that he receives fan mail at Home 
Lumber Co., Ashland, Kan. No household 
repair chore is too small for Pete Stegman. 
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HOME PLANNING DEPARTMENT is han- 
dled by Electa B. Smith, who designs new 
homes and plans remodeling jobs. 


Womeus “Jouch Helps Sell Home Packages 


With her ability to turn ideas into blueprints, this one-woman drafting department 


has helped make this western Kentucky yard a mecca for new home and remodeling 


prospects. 


EXTERIOR REMODELING is the next step in the long-range re- 


habilitation program for the old house. 
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Providing a woman’s touch to proposed home and 
remodeling jobs is no problem at Malone Lumber Co., 
Greenville, Ky., while Electa B. Smith handles the 
drafting equipment. Smithy has the ability and tech- 
nical knowledge to translate a description of what a 
woman wants in her home into working drawings for 
building tradesmen. 

Located in a town of 2,261 people, Malone has already 
sold 15 home packages in the first six months of the 
year and wrapped up several major remodeling jobs. 
A good part of the firm’s success with these projects 
can be attributed to Smithy. 

“The secret of running a successful planning center 
is to have plenty of floor plans, clippings, photographs 
and plan books available,” Smithy says, pointing out 
several drawers and cabinets filled with sketches and 
clippings. “Once the prospect selects a basic design, 
it’s easy to modify it to exactly what he wants.” 


Built-ins catch on. “To a woman, a house consists 
of a kitchen and closets,” Smithy adds. “Being able to 
show her sketches and photographs of kitchen layouts 
saves a lot of time and we can get the ideas on paper 
faster. 

“Several houses I’ve drawn this year have built-in 
refrigerators, broilers, ovens and ranges and the new 
homeowners are pleased with the compactness and ef- 
ficiency of these appliances.” Sliding glass doors and 
jalousies are beginning to catch on in this part of 
Kentucky also. 
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Free planning service. There's no charge for the 
plans if the prospect buys his building materials from 
Malone. Often a prospect will come in with a crude 
sketch of what he wants and Smithy makes up a pre- 
liminary drawing. This is submitted to Wallace Strad- 
er, the firm’s estimator, who draws up a bill of mate- 
rials and a tentative construction cost. If the prospect 
is satisfied with the drawing and the cost, Smithy pre- 
pares detail plans. 


In some cases, the prospect can’t afford the home and 
the plans are filed. If he later decides to build, the 
plans are available and Strader reestimates the job. 
Knowing that the plans for their homes are already 
drawn has brought several customers into the yard a 
year or more after the plans were put on file. 


Custom millwork clinches sales. “Being able to 
furnish custom millwork has helped make sales,” 
Smithy says. “I’ve drawn several kitchen remodeling 
jobs that had to be built in our shop. In a new home 
it’s easy to revise your floor plan to use standard built- 
in kitchens, but with the older homes you just have to 
draw it to fit.” 


Ed Shemwell specializes in custom cabinetwork in 
the Malone shop and keeps samples of the various 
finishes available, to show a customer how the finished 
cabinet will look. 


Incorporates new ideas, Earlier this year, Smithy 
attended the National Association of Home Builders 
show in Chicago and some of the ideas she picked up 
are already showing up on her drawing board. 


She worked for Hughes Lumber Co., Louisville, for 
a year and became interested in drafting. She attended 


INTERIOR REMODELING of a 50-year-old house was 
“planned by Smith. Cabinetwork was done in the Malone 
Lumber Co. mill. 


a trade school for several months before going to work 
at Malone Lumber Co. two years ago. 

Besides handling new home plans, Smithy has racked 
up several attractive home remodeling jobs. Greenville 
is in a coal mining area, which is experiencing growing 
pains caused by soaring demands for coal. Expanding 
families and the availability of money for home ex 
pansion and new construction will keep Smithy busy 
for years to come 





ADGETT- 


BuImLpING Propucts MERCHANDISER 


OZARK MOUNTAIN GROWN — HARD, 
LONG LIFE, BEAUTIFUL COLOR 
AND GRAIN UNIFORMITY 


EXCELLENT MILLWORK — SMOOTH — 
SAVES SANDING TIME AND LABOR 


DOUBLE HOLLOW BACK 


EASED EDGES ON TONGUE AND 
GROOVE MAKES JOINING EASIER 


Panett. SMITH OAK 
FLOORING IS SUPERIOR 


Seeing is believing — laying is proof that 
P.S. flooring has everything anyone would 
want in fine flooring. This is not run-of-the- 
mill flooring but a carefully selected, pre- 
cision-milled and graded flooring that 
builds prestige and repeat business for you. 


Try P.S. Oak Flooring on your next job, 
one of nature's finest building materials 
from the Missouri Ozarks 


MITH FLOORING COMPANY ts cl View, oa 
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PRIZE WINNERS receive cash for outstanding two-minute pre- 
sentations on articles and ads in American Lumberman. Presi- 
dent Jim Wiseman, left, passes out the cash. Left to right, Opie 
Price, truck salesman; Wiseman; C. D, Brown, bookkeeper; Billy 
Dobbins (seated), salesman; Carroll Lawrence, truck salesman; 
Fred Lawrence, shipping clerk; Oren Powell, truck salesman; Jack 


Wiseman 
man: Bill Angel, truc 


assistant pt manager; Dude Price, truck sales- 
salesman; Jack Lynn, sales manager; Mrs. 


Esther Smith, secretary and manager of the wallpaper and paint 


department 


MULT 


Dealer Uses “merican Lumblerman to Boom Sales 


How you can profit, as this Arkansas dealer did, by 


How you can use American Lum 
herman as an effective employe 
training tool is well illustrated in 
the program underway at the Wood 
Freeman Lumber Co., Searcy, Ark 

Jim Wiseman, president of 
Wood-Freeman, schedules weekly 
training meetings for his staff. The 
inside salesmen and key personnel 
attend each of the sessions. The 
yard men and truck salesmen* 
meet every other week with the 
group. 

Twice each month, at the sessions 
attended by the entire group, three 
cash prizes are offered to the em 
ployes making the best two-minute 
presentation based on the article or 
ad in the current issue of American 
Lumberman, which meant most to 
him. Each presentation is limited 
to two minutes 

All of Wood-Freeman’s key em 
ployes receive copies of American 
Lumberman at their respective 
homes and have an opportunity to 
“bone up” thoroughly before the 
meetings 

The steady sales increase made 
by this Arkansas firm shows the re 
sult of good executive management 
and careful training. Despite snow, 
rain and sleet during the months of 
January and February, sales were 
23% higher in January, 1956 than 
the same month last year and the 
largest January in the history of 


44 


using this magazine as a training tool. 


the firm. Sales for February were 
25% ahead of February, 1955. 

Wiseman credits this sales in 
crease on “the inspiration received 
while attending the management 
workshop in Stillwater, Okla., valu 
able suggestions through the regu- 
lar use of American Lumberman, 
our training program and the splen- 
did suggestions coming from Ken 
Milliken of our own Southwestern 
Lumbermen’s. Association.” 

The company is shooting for a 
million-dollar annual volume with- 
in the next five years. Rapid growth 
in recent years indicates that this 
goal will be reached. Sales in 1943 
were under $50,000, but they are 
currently running between $400,000 
and $500,000. The sales goal is 
$100,000 increase per year 

In the picture above, the first 
prize went to Jack Wiseman for his 
talk titled, “Undertold and Under- 
sold,” based on the article on page 
44 of the April 16th issue, entitled, 
“We're Satisfied, but Undersold.” 
Prize No. 2 went to Fred Lawrence 
for his talk on better ways of dis 
playing molding and _ plywood 
samples as shown on page 50 of the 
February 6th issue. Billy Angel was 
awarded third prize for his talk 
based on the article on page 64 of 
the April 16th issue on the bene 
fits obtained in molding bins similar 
to the one used by the California 


dealer mentioned in the article. 

Most of the Wood-Freeman em- 
ployes are active in civic and re 
ligious activities as well as in their 
business. 

“We feel that we owe it to the 
community,” explains president 
Wiseman. “When we help a man 
plan a new building or moderniza- 
tion of an old one, the satisfaction 
of actually being of service to 
friends and neighbors outweighs 
the profit we hope to make and feel 
that we deserve.” 

Wiseman himself is active in 
many cutside organizations. To 
mention just a few: chairman of 
the membership committee of the 
local Kiwanis Club; president of the 
Southern States Forest Fire Com 
mission, Birmingham, Ala.; mem 
ber of the national affairs commit 
tee of the National Retail Lumber 
Dealers Association; director, 
Southwestern Lumbermen’s Associ 
ation. 

Wiseman’s use of American Lum- 
berman as a training help is most 
constructive. Some dealers use the 
Question and Answer column, 
which appears in each issue, for 
the same purpose. See page 59 this 
issue. 


Truck salesmen is the new title given truck 
drivers Wood-Freeman, Other dealers whe 
feel that their drivers are their N contact 


men are doing the same thing 
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WELDWOOD a3 tN 


a WOOD-TRIM ‘a 


Actual Size decorne mal ; = 
17” high « 18” ets bested xX : | as 

wide of compact 2 | |. oO 

display space A Ftc. “ i en ee : 


a~ 
“ 


oo 


in handy rolls... 
sells right off your counter 


Weldwood 


ELEXIBLE 


Wood-Trim 


Here’s a new profit item by 
Weldwood that every do-it-yourselfer 
is waiting for 

for edging plywood 

(no more exposed edges) 

— for decorating coffee tables, 
picture frames, lamp shades, 
waste baskets, etc., etc. 

Wood-Trim is so flexible it easily 

wraps around curved or angled sur- 

faces, yet it won't readily chip, split, 
peel. All that’s needed to apply it is 
ja good wood glue like Weldwood 
/ Contact Cement or Weldwood Presto- 

Set® Glue. No need for heat, irons, 

pressboards, clamps, nails 


FREE! 
WOOD-TRIM 
DISPLAY CASE 
Stacks 36 rolls of . 
assorted woods 
including Oak 
African Mahogany 
Walnut, Birch, Fir 
and Korina.® Each 
roll is 8 long, 
1” wide, in trans 


parent re-usable 
case Retails at 


89c a roll ve 


/ Another 
Weldwood 
Wizard 


Heavily Advertised Nationally! 


*Trade Mark 


ORDER WOOD-TRIM TODAY! 
Made by UNITED STATES PLYWOOD CORPORATION 


Dept. AL 10-6WT 55 West 44th Street, New York 36, N. Y 
Circle No. 18 on Coupon, page 64. 
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Dun-O-wal 


Backbone of Steel 
for EVERY Masonry Wall 


DEMAND 


J Designed specifically for 

| masonry crock control, 
1 Dur-O-wol is specified by ar- 
chitects ond builders every- 

RUNNING where. Supply this demand. 


BOND 


AA S 


qe: 


Fo al 


thr, CAVITY 
=. WALL 


QUALITY 


High tensile deformed steel 
side rods and butt-welded, 
trussed design cross rod com- 
bine to moke Dur-O-wel an 
all-working steel reinforcing 
assembly. 


PROFIT 

Dur-O-wel is @ fest turn- 
over, tie-in masonry item 
fasy to stock, easy to sell, 
Dur-O-wal gives you @ good 
BONDED mergin of profit. 


wall 


Nationally advertised, Our-O-wal is @ quality 
brand name, recognized at once by architects 
and builders alike. Nation-wide distribution 
of plents and jobbers guarantees prompt deli- 
veries and low freight rates. For the name of 
your Dur-O-wal jobber, phone, wire or write 
todey to Dept. 7C 


Trussed Design 
Butt Weld © Deformed Rods 


Dun O-wal 
07 LF ed ee 








Ovr-O wel Ov. Cedar Rapids Block Co MMR MEAs iA Our O wal Prod 


119 MN River 


tne. Bon 628, PALETTE eee Our OC weolel! we AURORA iit 


Dur-O wal Prod. ef Alo, ine, Box 5446, MALIA AMiaI ALA Our O wet 
| Prod, inc., 4500 €. Lombord & , iy tei tel ieee Our O wol Ov. Front 


or Mie 


Co. Bon 49. BAe a Se Our O-wel, Ine, 165 Utah Sr 
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American Lumberman 


YOUR AD OF THE WEEK 





ADservice 


No. 70 of a Series 


Ads to Boost Your Late Fali Sales 


“Home fix up” 


is America’s number one hobby—and 


this is one of the best times of the year to sell home- 
owners items for property protection and family com- 


fort. 


Ads like these stress the need to weather-proof 
before winter strikes 
are available 


Mats of all illustrations shown 
to lumber dealers from American Lumber- 


man, at very low cost. Write for free ADservice book 
giving complete information 





A tip 


from the * 
weather . y 


. Winter is coming! ce test 
OUTSIDE JOBS DONE NOW 








Above: 8 col, x 
7 in. ad using 
ADeervice mats 
Noe 176, 262, 


Right: 8 eol, x 
6 in, sd using 
ADeervice mate 
nos, 168, 199, 12, 
184, 109, 11, 10, 
142 








(brand) 
HOUSE PAINT 


== 0 


= | "Your NAME 








FALL FIX-UP os 


€ 1S (ESS 
ans 


*00 


















































7 ~~ 


YOUR NAME 








FOR YOUR AD-IDEA FILE 


This 3 col, x 16 in, ad illustrated with ADeservice 
mats nos. 168, 156, 159, 93, 106, 98, 97. 


YOUR NAME OR SIGNATURE CUT HERE 


Cold weather ahead... 
WEATHERPROOF YOUR HOME NOW 
























*00 
*00 
‘00 


Order today! 














COMFORT and & 
FUEL SAVINGS 






















*00 ‘00 00 


LUMBER Specials! Ty 
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YOUR NAME 
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1 ELIMINATES. 


CHIPPING 


ROUGHENING ond CURING. 


* a ae 


Va 


INCREASE YOUR SALES-DOLLAR VOLUME 
INSTANTLY with LATEX CONCRETE TOPPING 
and REPAIR—NO PRIMING—WATERPROOF. Use in 
or Outdoors—Will Not Chip, Crumble or Powder— 





Camp's LATEX 
CONCRETE REPAIR* 


New ‘'Fix-it-Yourself” 
Kit for Homeowners. 
A Terrific Seller! 


@ Enables anyone to repair own 
brick, stone, masonry, etc., 
such as broken step edges, 
cracks in walks, walls, drive 
ways, silos, curbing, smooth 
ing rough surfaces, etc., quick 
ly and easily. No waste. 


@ One kit is sufficient to patch 
25 to 50 small heles or from 
100 te 300 lineal feet of small 
crecks. 


@ Complete 14 Ib. kit includes 
special cementatory material, 
1 qt. rubber latex and work 
ing trowel. 


$4.95 
LIBERAL 


DEALER 
DISCOUNT 


RETAIL PRICE 





Phons 





Over 2! Years of . 


Continuows Service 


The CAMP COMPANY, Inc., Dept. AL 


6958 South State Street, Chicago 21, ill 
TRiangle 4-4770-1-2 


Camp's LATEX 
CONCRETE TOPPING* 


Saves Contractors Hundreds 
of Dollars in Concrete 
Replacement and Repairs 


@ Rough, Pitted, Trowel-Marked, 
Uneven or Sroken Concrete 
and Masonry can be made 
smooth with a thin coat of 
LATEX CONCRETE TOPPING 
INDOORS OR OUT—the an 
swer to those “frozen” or 
“rain-pitted” concrete sur- 
faces! 


Easy to work—easy to apply 


Packed in drum, wt. 52 Ibs., includ 
ing 40 Ibs. of powder, | gol. can of 
lotex Mixer, One 

vait willcover 

app. 100 sq. ft 

1/16°° thick 


RETAIL PRICE | 
$10.00 


LIBERAL 
OEALER 
DISCOUNT 


"Materials are the 
ea REPAIN ts 
the small unit 
TOPPNG, the 

lurge unit 

Mtocked by 

over 400 sup 

ply dealers 
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Save space 


reallly 
... with folding doors 


covered in 
GENERAL VINYLI 





GENERAL 


PLASTICS 


Tre General Tire 
& Rubber Con 


@ WIPES CLEAN... with sudsy cloth! 
@ RESISTS . . . staining and scuffing! 
@ WON'T . . . support combustion! 


THE GENERAL TIRE &4 RUBBER COMPANY 
Pennsylvania Division *« Jeannette, Penna. 


Please send me the names of distributors in my area thot sell folding 
doors made with General vinyl 


Nome 
Address 


City 
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Redwood 
is our 


. as it has been for over 90 
years! All Hobbes Wall Redwoc 


is handled with great care from 


milling through shipping. It's 


your best huy--size for size, 


grade for grade, 


Ask your Wholesaler or 


Commission Man, 


HOBBS WALL 


LUMBER ¢ 


eR 


405 Montgomery $1., Sen Francisco 
GArtield 1.7752 + Teletype 5F-761 


Hobbs Wall is Exclusive Discriburor for 
WILLITS REDWOOD PRODUCTS CO. 
A CRA Mill 


Civele Ne. 40 on Coupon, page 64. 
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TALK ofthe INDUSTRY 


WRAP-AROUND LABEL on new Alcoa nail 
package designed by Harley Earle Associ- 
ates shows “‘acutal size” of the enclosed 
nail, gives a count of the content and de- 
scribes the type of nail and its use. 


Alcoa Launches Sale of 
Aluminum Nails, Fasteners 


Aluminum Company of America, 
Pittsburgh, announces plans to 
place its line of aluminum nails and 
fasteners on retailers’ shelves this 
fall. Increased nail production at a 
new plant in Lancaster, Penna., will 
make the Alcoa line of aluminum 
fasteners available to the general 
public. The product line previously 


OBITUARIES 


Elbert D. Peck, vice-president 
in charge of Pittsburgh Plate 
Glass Co.’s paint and brush di- 
vision, died Sept. 15, in Pitts- 
burgh. He was 67. Associated 
with the paint industry since 
1907, Mr. Peck joined Pitts- 
burgh Plate Glass Co. during 
1939 as goneral paint manager. 
At the time of his death, he also 
served as president and chair- 
man of the board of Barreled 
Sunlight Paint Co., director and 
chairman of the Board of Kop 
pers-Pittsburgh Co., and as a 
director of Canadian Pittsburgh 
Industries Limited. He is sur- 
vived by his widow, Harriet 
Louise. 


Leon L 
Klaus, man- 
ager of pub- 
lic information, 
publie rela- 
tions depart- 
ment of the 
Armstrong 
Cork Co., died 
in Lancaster, 
Penna,, Sept. 
23, following a 
short illness. He was 51. A vet- 
eran newspaperman, Mr. Klaus 
joined the Armstrong organiza- 
tion in 1943 as manager of the 
company’s news bureau. Prior to 
that, he had been a member of 
the editorial staff of the Lan- 
caster New Era. He is survived 
by his widow and two children. 


Klaus 
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fas supplied principally to indus- 
trial users. 

Distribution will be handled by 
Macklanburg-Duncan Co. and lead 
ing wholesalers in the lumber, hard- 
ware and building supply fields. 
Alcoa plans a national advertising 
campaign and point-of-sale promo- 
tion to launch the sale of Alcoa 
fasteners. 


Enters Imported Plywood 
And Lumber Business 


Atkins, Kroll & Company, west 
coast importer and exporter, an 
nounces the addition of foreign- 
manufactured plywood and lumber 
to its import-export business and 
the appointment of Charles J. 
Schmitt as manager of the lumber 
products department with offices 
at 417 Montgomery St., San Fran 
cisco. 

Schmitt, an experienced lumber 
man with a wide knowledge of 
both domestic and foreign lumber 
markets, for years has been a 
leader in the Hoo-Hoo Club activi 
ties. Atkins, Kroll & Co. will mar- 
ket through Schmitt’s department 
such species as lauan, sen, shina, 
teak, birch, beech and Japanese 
ash and oak. 

The firm will accept specifica- 
tions for doorskins, stock panels, 
furniture grades and sizes, marine 
plywood, underlayment material, 
cut-to-size and fancy panels and 
veneers. Quotations will be made 
from the firm’s offices in San Fran 
cisco, Portland, Los Angeles and 
New York for delivery to all major 
seaports on the west coast, Gulf 
and Atlantic coasts. Distribution 
will be handled by recognized 
wholesalers and large door manu 
facturers. 


Vampco Adds Tru-Seal Line 


Valley Metal Products Co., Plain 
well, Mich., subsidiary of Mueller 
Brass Co., Port Huron, announces 
the acquisition of the Tru-Seal Win- 
dow Co., Fenton. The Tru-Seal awn 
ing window goes into production at 
the Vampco plant in Plainwell as 
soon as modern assembly lines are 
set up to fabricate the new addition 
to the Vampco line. 

The acquisition represents an- 
other step in Vampco’s expansion 
program and broadens still further 
its coverage of both the commercial 
and light construction window 
fields. In addition, a recent expan- 
sion brought the company into the 
fields of aluminum extrusions and 
sheet aluminum fabricating. 

(continued on page 51) 
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\ JOLUME SALES on CONTINUOUS HINGES 





ORDER %& BRASS OR NICKEL PLATED FINISH 
TODAY ! HIGHLY POLISHED, NICKEL or CHROME 


STOCK LENGTHS: 6 FT. * PRICES QUOTED BELOW ARE FOR CASE LOTS 


CHECK these unbeatable NET PRICES per ff. ««: 


LENGTHS 
OPEN GAUGE PER STEEL SOLID BRASS 
WIDTH CASE BRASS Pi. NICKEL PL. POL, & LACQ’D NICKEL CHROME 


1-1/16" 040 100 TT TT 26 .30 35 
1-1/4" 040 100 12 12 29 31 38 
1-1/2" .040 100 13 13 31 34 .40 
a 045 100 19 19 ‘ 48 53 


| a } 
JEWARD FIARDWARE & METALS CO, 
26 LUDLOW ST. ° Phone CAnal 6-9724 ° NEW YORK 2, N. Y. 
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Executive Office 
900 First National-Soo Line Bullding 
MINNEAPOLIS 2, MINNESOTA 


UY McCloud Lumber Co | 


Selling the Products of 
The McCloud River Lumber Co, 
McCloud, Calif. 


Something 


NEW 


Something 


DIFFEREN 


| Anew modern 
Combination Storm and 
Screen Door equipped 

| with Easy Change 
Locking Device to permit 

| easy change from 

5 | Summer to Winter. 





~ a ll = 





ee ee er 
see Sl Raw 


* Beautiful — Practical, con be 
painted in two-tone colors te 
match or harmonize with 
color scheme of your house 


WESTERN with the 
SOFTWOODS PONDEROSA PINE | Easy Chonge 
SUGAR (Genuine White) PINE | ocking Device 

DOUGLAS FIR, WHITE FiR 


THE COMBINATION DOOR CO. FOND DU LAC, wis 
Circle No. 24 on Coupon, page 64. 
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| 6546+ SMOOTH SURFACED ON 
ALL 4 SIDES meee 


2x4 = |x 345" 

TG =TONGUED & GROOVED 
lie 

110 = 45° X9F 


HOME 


\ 





talks your 


= 


merchandise in 
4 
rom 











their language = 


Let’s face it, everyday lumber yard language 
is Greek to the typical homeowner—your best 
prospect and biggest market. He needs informa- 
tion, pictures and explanation to make him (or 
her) want to buy. Here’s the easy way to go after 
this business: 


Try sending HOME Maintenance & Improve- 
ment quarterly to either your own mailing list or 
one we can develop for you. HOME is full of de- 
tailed photos and stories on house plans, home 
remodeling and repair, all referring to you, the 
local lumber dealer who sends them HOME, as 
source of materials. 


HOME holds great interest for all families— 
those who prefer contractor help as well as those 


Circle No. 32 on Coupon, page 64. 


who are looking for how-to information. A recent 
readership survey indicates that 98% of readers 
know the name of the dealer sending them HOME 
magazine; 75% have made purchases as a result 
of receiving it. 


Over 1600 lumber retailers have found that 
sending this helpful publication is a profitable way 
to advertise—because HOME makes it easier for 
the consumer to know what he wants to buy. It 
costs only 11¢ per copy, including your front cover 
imprint, all handling and mailing charges. 


We will be glad to send you full information 
about this outstanding promotional service. Just 
fill in coupon below and mail. Or, if you prefer, 
telephone collect. 








Service Manager, Room 2000B, 

HOME Maintenance & Improvement 

139 North Clark Street, Chicago 2, Illinois. 
FInancial 6-5380 


( ) Send us complete information, with no obliga- 
tion on HOME and its new homeowner mail ng 
list service. 


( ) We already use HOME, but would like full de- 
tails on the new homeowner mailing list service. 


Business name 
Street 
City Zone State 


Your name 
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MANUFACTURERS 
(begins on page 48) 


COMPANIES ANNOUNCE 


Pack River Tree Farm Products, Spokane, Wash., has 
selected Dawson & Turner, Inc., to direct its national and 
Canadian lumber and specialty forest products advertising 
and public relations program. Dawson & Turner offices are 
in Portland, Ore., and New York City. An extensive promo- 
tion plan is also being formulated by the newly appointed 
advertising agency to continue the introduction of Tenex 
wafer wood, a mew Pack River textured wood panel for 
walls, cabinets and other interior uses. 





Upon the completion of modernization plans for its mills 
at Fort Bragg, Calif., Union Lumber Co., San Francisco, 
reports an important addition to its line—Noyo vertical 
grain, certified dry bevel and bungalow siding. paneling 
and finish. In making the announcement, vice-president 
Sherman Bishop also mentioned the inauguration of a 
series of Union Lumber Co. advertisements to appear 
regularly in American Lumberman to keep the industry in 
formed on Noyo developments. 


Charles Weirauch has been promoted to sales man 
ager of the Silcrest Co., manufacturers of Crestline Mill 
work, Wausau, Wis.... Thomas FE. Hearon has been named 
St. Louis district sales manager for Zonolite Co., Chicago 
miners and manufacturers of vermiculite... . Stephen A. 
Frazier has been named manager of hardwood lumber pur 
chases of E. L. Bruce Co., Memphis, succeeding Albert L. 
DeMontcourt, who retired Oct. 1 after 35 years with the 
firm. 


The Ray Johnston Co., Seattle, Wash., has been ap 
pointed Grant Pulley & Hardware Corp. representative in 
the Pacific Northwest for the sales of industrial slides 
Fred R. Hill, Chicago, is the newly appointed Grant repre- 
sentative in the midwest. ... Election of C. Robert Fay 
as vice-president in charge of the paint and brush div., 
Pittsburgh Plate Glass Co., Pittsburgh, has been an- 
nounced, ... Peter Lewis, Hyster Co., Portland, Ore., has 
been appointed supervisor, industrial truck sales training 
Lewis will be responsible for the development of training 
programs and material for Hyster’s several hundred 
dealer salesmen in the U. 8S. and overseas. 





New Side-Loading Fork Truck 
TRAVELOADER side-loading fork lift trucks, including a new 


6,000-pound model, which can carry and stack lumber in narrow 
aisles, will be a feature of the Baker-Raulang Co. exhibit at the 
NRLDA show in Chicago, Dec. 10-13. The Cleveland firm of 
Baker-Raulang also will exhibit the first model in its new line of 
pneumatic-tired gas fork lift trucks 
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Vis aN DOR 


deor lights 
and louvers 


add much to the appearance — 
little to the cost of flush doors. 


The installation of prefabricated door-light and louver 
inserts opens up entirely new possibilities for door 
sales. Custom designs can be easily furnished along 
with more standard designs. Economical installation 
costs add to your profits. Quality lights and louvers 
add to your reputation. Nationally-advertised VISA- 
DOR products add to your repeat-sales. They all add 
up to the fact that YOU SELL MORE... with VISADOR! 


Just a few of hundreds of designs possible. Write for beau 
tiful V-7B Catalog for other designs, and for the complete 
Visador story. 


VISADOR ROUTER mates 
installation a quick, easy 
job. Designed tor conven 
jence and versalility, Cuts 
holcs in hollow or solid 
core doors in minutes. Write 
for further information and 


prices 


See ovr products in action 
at NRALD.A. EXPOSITION, 
Chicago, December 

10-13; Booth 812 


Fie NASADOR G 


P.O. Bex 10312 7 Dalias, Texas 


Circle No. 35 on Coupon, page 64, 
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PLASTIC LAMINATES caught the attention of Walter 

Noack, right, Westside (lowa) Lumber Co., and his wife 

Arlene. Omaha Hardwood Lumber Co. salesman Robert 
MOBILE HOME SHOW has been converting visitors into Toth compares sample with tabletop built into the rear of 
customers for retail building materials dealers the bus 


Wholesaler Report 





$475 Bus Does a Selling Job 


Nebraska distributor hits the A city bus, once destined for the scrap heap, 
has been rebuilt into a creative sales tool by a 


P . . i Nebraska distributor to help retailers in the 
road with a converted bus that area sell more hardwood flooring, paneling and 
, i ‘ F plastic laminates. 

turns homeowners into customers aie lk Et diiteemets ‘Bie the Ouebe 
sel 7 Hardwood Lumber Co., the bus has been con- 
for retail dealers. verted into a traveling showroom to provide a 
centerpiece for dealer open houses held within a 

100-mile radius of Omaha. 

“Most distributors feel it’s up to the dealer 
to show the public what’s new in building mate- 
rials,” says Robert W. Sconce, vice-president of 
the 60-year-old firm, “but it’s difficult for a 
dealer to find space to display large samples of 
paneling and flooring. 


“Since most dealers haven’t the facilities for 
large displays, we do it for him,” Sconce adds. 
“All the dealer does is get in touch with us, set 
a date and furnish the crowd. We do the rest. 
Our men staff the bus and give the visitors in- 
formation about the products shown. Customers 
feel they aren’t pressured or obligated in any 
way when someone outside the local dealers’ 
sales forces talks to them.” 


The old bus was purchased for $475 from 
the Omaha city bus company. The motor was 
overhauled and the seats ripped out to make 

room for displays. Hardwood flooring is dis- 
HARDWOOD PANELS caught the eye of Don Gilbreath, played on upright panels running through the 
Lyons (Neb.) Coal & Lumber Co. (continued on page 66) 
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FOR GIVING MORE 
THAN DUTY REQUIRES 





PECAN 


Hardwood F # 
Flooring Ee : CH ico DEF 
Supply your customers with Mt. Vernon Brand flooring 


Each strip is quality-made from choice timber, and me 
scrupulously graded to give beauty and endurance 
beyond the call of duty. Available in three popular 


species, Mt. Vernon flooring is NOFMA certified and 
meets every residential, commercial and industrial re- 

quirement. Let Mt. Vernon Brand build sales—and a SCREENING 
reputation for quality—for you today 


ALSO BAND SAWN HARDWOODS. Write or call— Contact your dealer or write to: 
CHICOPEE MILLS, Inc., Lumite Division 


47 Worth Street, New York 13, N. Y. 








MOBILE RIVER SAW MILL CO., INC. 


Mt. Vernon, Alabama *1.M.0.C.F. Comp 





Circle No. 25 on Coupon, page 64. Circle No. 26 on Coupon, page 64. 





PONDEROSA PINE — SUGAR PINE 


ee WHITE FIR 


DOUGLAS FIR INCENSE CEDAR 
Annual Production 60 Million Ping 


High Altitude, Soft Textured Growth va 
Modern Moore Design Dry Kilns 


Th fii ! 
Ki, ey ||| 


te Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


Registered SUSANVILLE, CALIFORNIA ANDERSON, CALIFORNIA 
Sales Office at Susanville, California 





Circle No, 27 on Coupon, page 64. 





EASTERN MILLWORK and LUMBER AUDIT SERVICE 
Merges with 


WOLF AND COMPANY 
Certified Public Accountants 
with offices in 


New York, Trenton, Philadelphia, Chicago, Indianapolis, Des Moines, Oklahoma City 
and 28 associated offices 











Circle No, 28 on Coupon, page 64. 
BuILDING Propucts MERCHANDISER 





IDEA -A-MINUTE 


Emphasizes Self-Selection 


With our new showroom we have 
more space to use a self-selection 
type of selling and our sales curve 
has risen steadily during the past 
year. From the looks of things, 
it'll continue upward this year 

With self-selection we’re using a 
form of related selling and display 
related building products in one 
area to speed the customer’s shop- 
ping. Now that customers don’t 
have to roam around the store to 
get the materials they need, we 
thought there were fewer custom- 
ers in our showroom. But, check- 
ing our sales figures we found an 
increase. 

This year we're going to try 
more glass binning and other meth- 
ods to speed up shopping. We'll con- 
tinue our newspaper promotion in 
the home improvement market. 
Since we're in a rural area, our ad- 
vertising will be aimed at selling 
the farmer on the idea of improv- 
ing both his home and out build- 
ings.-Edward G. Daniel, Gross- 
tams Lumber Co., Aurora, Neb. 


Solicits New Business 


We make a regular policy of do- 
ing door-to-door solicitation for the 
sale of seasonal items. One of our 
big items is storm windows and 
doors, sold by this method. J, W. 
Siddle, manager, Columbia Valley 
Lumber Co., Ferndale, Wash. 


Eliminates Absenteeism 


By scheduling our monthly sales 
meetings immediately after we close 
for the day, we can hold these ses- 
sions without imposing too much on 
our employes’ time. We hire a 
caterer to furnish the food and set 
up the meeting room for the meal. 
The sales meeting, lasting about 45 
minutes, begins after supper. 

So far this has worked out fine. 
Our employes like it because it 
saves them the trouble of going 
home, eating, changing clothes and 
returning to the yard. Also by meet- 
ing after the showroom closes, we're 
sure everyone will attend.—James 
True, manager, Ruby Lumber Co., 
Madisonville, Ky. 


Sign Gets Results 


We have put up a sign around our 
yards, “Remember the material 
you take with you can be used TO- 
DAY.” It works, too.-Newton A. 
King, King Building Supply, Port- 
land, Ore. 
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THE LUMBER MARKET 


Market Improving 
In Seattle Region 


SEATTLE—The market picture 
looks a little better with most pric- 
es holding in the face of a fair de- 
mand. Transits are bringing bet- 
ter prices. Green fir dimension 
after a dip downward rallied again 
by advancing $1 in the construc- 
tion grade and steadying at old 
figures in the standard and utility 
grades, Dry hemlock is unchanged. 
Clear flitches for export are down 
about $20. 

The shingle market is a little 
weaker although all No. 2 shingles 
are somewhat scarce. No. 1 royals 
and No, 1 perfections are down 25¢ 
from the top price while No. 
XXXXX have dropped 35¢ to 75¢. 
Red cedar siding is holding but 
the market is weak. 

Pines and spruce are soft and 
in the lower grades are fighting 
Canadian competition. Wide lum- 
ber has a fair call and sugar pine 
is best supplied in this category. 
No. 3 and No. 4 Ponderosa common 
is weak but the rest of the pine list 
is holding. Engelmann spruce is $2 
lower in No. 1 and 2 dimension. 


Curtailments Reported 
In Northern California 


SAN FRANCISCO The slump 
in home building throughout Cali- 
fornia is showing a definite effect 
on the economy of the state’s lum- 
ber mills in Shasta and Trinity 
counties. 

Between 400 and 500 loggers, 
sawmill workers and lumber truck 
drivers are feeling the pinch with 
many of them not employed at all 
and with others taking home pay- 
checks based on reduced work 
weeks. 

Big lumber mills, such as the 
U. S. Plywood operation and the 
Ralph L. Smith plant, have cut 
their production to four days a 
week and smaller mills also have 
curtailed their output. 

“It’s just possible,” declared 
K. L. Morrow, general manager of 
the U. S. Plywood plant, “that the 
new homes that were not started 
this year will be added to the nor- 
mal starts of next spring.” 

A. B. Hood, general manager for 
the Smith operation, explained 
that “we decided to curtail opera 
tions now in the hope that we 
could keep running through the 
winter.” 

“You can’t have Christmas every 
day,” stated W. C. Lorenz of the 


Lorenz Lumber Co. “After all, we 
rather expect things like this when 
we set up a big, long range opera- 
tion.” 


Market Upswing 
In Tacoma Area 


TACOMA—For the first time in 
more than three months there are 
indications of an upward swing in 
lumber prices, which had dropped 
$11 a thousand during that interval. 
Mills were reported asking $65 a 
thousand board feet for good grade 
green “undried” fir 2 x 4’s. This 
was up $2 from quotations of 10 
days earlier, but was off $7 from 
early October a year ago and off $9 
from last June. 

The plywood market still is off 
and a number of mills are curtail- 
ing production. They are doing this 
in various ways. Some of the co 
operative plants are laying off all 
but stock-owning employes. Others 
are going either to four-day work 
weeks or are making an arbitrary 
reduction in their monthly produc- 
tion. The larger companies report 
no shortage of low cost, high grade 
peeler logs. There has been a gen 
eral resumption of full scale oper- 
ations by most logging companies. 


Market Slow, Prices 
Firm at Kansas City 


KANSAS CITY—The southwest- 
ern lumber market plodded along at 
a slow pace, with inquiries and sales 
holding at a low level. However, 
with the exception of finish, the 
price lists are steady to a shade 
higher. Mills were able to tack on 
price increases of $1 to $2 a thou- 
sand on common dimension, which 
has been in short supply for several 
months. 

It is reported mills are getting 
$90 a thousand for 2x4’s, and this 
is about $2 higher than a month 
ago. The 2x 6's in 10-to-12 foot 
lengths command $85 and the longer 
lengths are bringing $88 at the mill 

Prices on 1x8 No. 2 shiplap (kiln- 
dried) is moving slowly at $88 and 
the 1x6 is $86, generally speaking 
Air-dried lumber in this category is 
selling at $2 a thousand less than 
kiln-dried. 

Finish lumber is feeling the 
effects of the switching to west 
coast lumber and the substitution 
of red cedar, fir, ponderosa and hem 
lock for yellow pine. Prices vary 
widely, running from $140 to $160 
a thousand and deals are being 
effected by negotiation rather than 
by quoting lists. 
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The following index is intended merely as a check on buying practices. It is a compilation 
and average of mill prices at press time and should not be considered as current on the day 


the magazine is received. The prices should be useful in a 
check on purchases made approximately ten days before receipt o 


DOUGLAS FIR 
Vertical Grain Floering 


B&Btr. 


x4 170.00 


Fiat Grain Flooring 
1x4 
\x6 

Drop Siding 
ix6 (Pat 2106 
x6 (Pat #ilé 


Ceiling 


145.00 
165.00 


155.00 
155.00 


125.00 

115.00 
Boards and Shipiap and 2" (Green) 
Construc 


Standard 
Utility 


"on 


Construction Dimension 


2x12 75.00 
Standard Dimension 


2x12 69.00 
Utility Dimension +/! only 


(Add $8.00-$10.00 for dry lumber.) 





RED CEDAR SHINGLES 


24 4/2 
24" 4/2 
24" 4/2 


5/2\/4 
5/2/ 
5/%%, 


6 /2 
§/2 
§/2 





WESTERN RED CEDAR 


Prices for red cedar siding in mixed cars, new 
bundling 5' to 15’ are: 
Beveled Siding, '/, Inch 
Clear i. td " 
95.00 55.00 
95.00 60.00 
Vy by 6 inch 7.00 80.00 
Ws by 8 inch 120.00 80.00 


Celar Bungalow Siding, % inch 
8 inch 165.00 
10 inch 185.00 
12 inch 215.00 
Finish, 8 and Btr. $2 or 45, 
6' to ie’ or rough 
ix ® 
1x10 
1x12 
Ceiling or Flooring, B and Btr. 
3 to 16° or longer 
8 & Btr. 


c 
ix3 135.00 125.00 
14 145.00 145.00 


Discount on mouldings 6’ to 20’ odd lengths 
Series 6 000— 

Listing under 2.00—lict plus 35 per cent 

Listing 2.00 and over—tist plus 40 per cent 
Clear Lattice & x 1%"'—5" to 18’ 

100 lin. ft. hixiieeess 


YW by 4 inch 
i, by 5 inch 


125.00 
155.00 
170.00 


195.00 
195.00 
225.00 


i) 
100.00 
95.00 


1.50 
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the magazine. 


WESTERN PINES 


Ponderosa Pine 


5/4 kW 


Selects 


275.00 
235.00 245.00 
Shop, $25: 

5/4 

6/4 
Commons, $2 or 45 


No, | 
142.00 
144.00 


x8 RL 

Ix!2 RL 
Idaho White Pine 
Selects $2 or 45 


CABrr. Ri 
D RL 
Commons, $2 or 45 


ix 6 
x12 


Sugar Pine 
Selects $2 or 45 


C&Btr, RL 
D RL 
Shop, $25: 


5/4 


OAK FLOORING 


M2, Uel'h 
200.00 178.00 
210.00 185.00 


Clear Plain 


White 
Red 
Sel Plain 
White 
Red 
#! Com 
White 150.00 
Red 157.00 

#2 Com. 

Plain White & red 75.00 
tt! Com. & Btr 
Shorts 

1%, 110,00 


165.00 
177,00 


185.00 
195.00 


140,00 
148.00 


55,00 


SOUTHERN PINE 


Vertical Grain Flooring 
BLBtr 
x4 225.00 
Fiat Grain Flooring 
1x4 
Ixb 
Drop Siding 
inh #2106 
inh Hilb 


Boards & Shiplap 


170.00 
176.00 


191.00 
191,00 


ix6 1x8 
1 (D grade) 130.00 130.00 
2 85.00 


90.00 
74.0 


83.00 
1 Dimension (Dense) 
12° 14’ 16 
100.00 100.00 103.00 
100.00 104.00 01.00 
100.00 100.00 
2x10 115.00 115.00 
2x12 130.00 130.00 
No. 2 Dimension 
95.00 


No 
No 
No, 3 


No 


2x4 
2x6 
28 


5.00 
73,00 
88.00 
100.00 
77.00 
No. 3 Dimension R/L Only 

2xb 

2x8 

210 

2x12 


market trends and as a 


and 
4/4 RW 6/4 RW O/4 RW 
290.00 300.00 


255.00 


No, 2 
110.00 
114.00 


No, 4 
65.00 


Vani '/, 
170,00 
170.00 


160.00 
160.00 


Bevel Siding 


ax 4 V.G. Clear 
‘x 6 V.G. Clear 
y .. Clear 
. Clear 
. Clear 
. Clear 
Clear 
Max . Clear 
%x'0 Clear 
%x!2 V.G. Clear 


Note 


REDWOOD 


All 
All 
All 
All 
All 
All 
All 
All 
All 
All 


Heart 
Heart 
Heart 
Heart 
Heert 
Heart 
Heart 
Heart 
Heart 
Heart 


for 4, % and % in above sizes 


Finish 


Ix 4 Clear Heart S45 
Ix 6 Clear Heart $45 
ix 8 Clear Heart S45 
tx!0 Clear Heart $45 
ix!2 Clear Heart 54S 


2ERKRDRS 


3 
S88eesera5n 


~e 
= 


A grade V.G. Redwood Siding $5.00 les 


WESTERN HEMLOCK 


Vertical Grain Flooring 


x4 


BSBtr 
150.00 


Fiat Grain Fiooring 


ix4 
xb 


Drop Siding 


txb (Pat 
ixé (Pat 


#106) 
#i\6) 


Celling 


Yyn4 
x4 


136.00 
140.00 


135.00 
135.00 


110.00 
115.00 


Boards and Shipiap and 2" (Dry) 


Construction 
Standard 
Utility 


8 
76.00 
697.00 
62.00 


ix 
74.00 
67.00 
60.00 


Construction Dimension 


12’ 
78.00 
78.00 
80.00 
80.00 
76.00 


2x 4 
2x 6 
2x 6 
2x10 
2x12 


ty 16’ 
78.00 


Standard Dimension 


73.00 
73.00 
75.00 
75.00 


2x12 73.0 


73.00 
73.00 
73.00 
77.00 
73.0 


Utility Dimension ¢/! only 


Boards and 


No 


common 


2x 4 
2x 6 
2x 8 
2x10 
2x12 


Cc 


ENGELMANN SPRUCE 


| Dimension 
dv 4 45 
sé 74.00 
at) Ox 
79 Of 

412 
2 Dimension 
, 4 Bt 
e é 68.00 
0 
11) 
2x17 17 
Mills are now 


n fir 


Shiplep 


Mills do 


(Dry) 


4 
0m 
y 


) 10 Of 
4a is) 

) 120 
0) 73.00 

17.06 727.0) 
qrading boards 


not 


oa 
‘ J 
I 


qrade No 


% 00 
84.90 


74.00 
80.00 
78.00 
79.00 
80.00 


76.06 
14.00 
1700 
i® 
740 
No. 2 and 3 


3 dimension 
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Reprint Now Available! 


How to Make 
HOME IMPROVEMENT 
SALES 


Price $1 per Copy 


The 14 special articles found in this reprint 
were written especially for American Lumber 
man by one or more phases 
of the home improvement field. They are making 
their personal available to you in 
their own words 


successful dealers in 


experience 








Contents 


How to Find Remodeling Business 
y FF Zirkle. mar ager, Van 
Co., Pendleton, Ore 


Petten Lumber 


How te Select Selesmen 
By Reymond H. Dear, General Sales Manager, 


Calcasiou Lumber Cex Austin, Tex 
How Aptitude Nag Bate Hos Helped Us 
By rOrvy President Richards & 


Krueger Co., New Bra nfels Tex 


How fo Train Selesmen 
By Roger Sherman, Seles Mar ager 
ber \Co., Inc., Providence, ®. | 
How to Estimate the Remodeling Job 
By J, LeRoy Nelson, Walker & Hallowell, Sara 
sote, Fla : 


Harris Lum 


How to Equip the Selesman for the Job 
By T, Merritt Ludwig, Executive Vice-President 
Merritt Lumber Yards 


How to Compensate Selesmen 


Reading, Penna. 


By Paul V. DeVille, President, The DeVille Lumber 
Co,., Canton, Ohi 
Hew to Run Your Own Crew 
by J, LeRoy Nelson, Walker & Hallowell Sara 
tote, Fla 
How to improve Your Time-Payment Selling 
by W Johnson, Assistant Manager, Retail 
Seles Division. Boise Payette Lumber Co.. Boise 
Idaho 
How to Promete Home improvement Services 
By Harry Smith, President, Mohawk Lumber & 
Supply Co., Detroit, Mic 
How to Ride the Built. In Profit » Woowe 
By Ray C. DeVille, Secretary, The DeVille Lumber 


Ce., Canton, OF 


How to Sell Remodeling Jobs to Owners of 
Recently Built Houses 
By J. W. McKeon, Secretary 
ber Co., Hicksville, N.Y 


How te Operate « Fix-Up Service 
By R. A. Parker, Owner, ®. A 
Ce., Ponce City, Okle 


How to Make OH! Work 
By Thomas M. Partridge 
lowe, yard, Denniston & Part 


Write American Lumberman, Inc. 
1389 N. Clark &t., Chicago 2, Iil., 


($1 per copy) 


The McKeon Lum 
Parker Lumber 


Mafiager, Newtor 


dge Co 
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New Brushing Cement 


A new adhesive which can be spread 
with a paint brush instead of a trowel 
and needs no lining felt is announced 
by Armstrong Cork Co. for use with 
its Service Gauge Excelon Tile, a vinyl- 
asbestos product. The new adhesive, 
called 8-700 Brushing Cement, can be 
applied directly to a strong, smooth 
double wood sub-floor if loose boards 
are renailed and high spots are planed 
down, manufacturer says. One gallon 
can be brushed out to cover 175 square 
feet, it is said. Armstrong Cork Co., 
Dept. AL, Lancaster, Penna, 

Circle No. 201 on Coupon, page 64. 





Low-Price Folding Door 


Beautywood by Panelfold brings the 
wood folding door within the reach of 
any building budget, it is said. Beauty- 
wood doors consist of vertical solid 
panels of real wood, connected with 
color fast, flame resistant, non-cracking 
Geon, manufacturer says. Each pane! 
is hinged with a series of pantograph 
self-aligning, aluminum mounting units 
that provide for a smooth, even action. 
No floor guides or bottom tracks are 
required with Beautywood. Panelfold 
Doors, Inc., Dept. AL, 1090 E. 17th St., 
Hialeah, Fla. 

Circle No. 202 on Coupon. page 64. 
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Outdoor TV Antenna 


The Winegard Color Beam is offer- 
ed as a specialty item with a profit 
potential for the lumber dealer. The 
new install-it-yourself outdoor TV an- 
tenna is factory assembled, attrac- 
tively packaged and ready for custom- 
er installation. The Color Beam comes 
with lead-in clip, insulators and all 
other necessary parts all attached, 
it is said. Designed to meet the tech- 
nical demands of color reception, the 
Winegard Color Beam is guaranteed 
by the manufacturer to improve black 
and white (and color) pictures up to 
50 miles. Winegard Co., Dept. AL, 
Burlington, Ia. 

Circle No. 203 on Coupon, page 64. 
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Safe-Fraim Brand Padlocks 

The new Fraim Div. of Safe Padlock 
and Hardware Co. announces a full 
line of Safe-Fraim brand padlocks. In- 
cluded in the new line are pin tumbler 
padlocks, dise cylinder padlocks, com- 
bination padlocks, ward and lever pad- 
locks, dog collar, golf bag and bicycle 
padlocks, general purpose padlocks, 
cylinder rim night latches, cylinder sash 
locks, bit keys and key blanks. New pro- 
motional displays are offered, along 
with entirely new packaging and label- 
ing developments. Fraim Div., Safe 
Padlock and Hardware Co., Dept. AL, 
Lancaster, Penna. 

Circle No, 204 on Coupon, page 64. 
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fied crystal vision feature increases 
level visibility by 300% through 
stereoptic magnifying lenses, so mount- 
ed that there are no shadows or reflec 
tions to interfere with accurate read- 
ings, says manufacturer. Available in 
three standard sizes in magnesium or 
aluminum. Empire Level Mfg. Co., 
Dept. AL, 10930 W. Potter Road, Mil 
waukee 13, Wis. 


Circle No. 207 on Coupon, page 64. 
ing of Rangemaster ventilator on 


either right or left side. Standard 
lengths are 24”, 30”, 33’, 836”, 39”, 40”, 
42” and 48”. Seven types of finishes 
are offered, among them: brushed an- 
tique copper and hammered dull black. 
Rangemaster ventilator has fan type 
blade and is furnished with polished 
chrome grille. Aubrey Hardware Mfg., 
Ine., Dept. AL, Union, IIL. 
Circle No. 210 on Coupon, page 64. 


Antique Reproduction Kits 


Available in kit form for the do-it- 
yourself enthusiast and hobbyist are six 
X-Acto colonial reproductions. Each kit 
contains pre-cut pieces of native pine, 
nails, sandpaper, stain, steel wool, an 
X-Acto carving knife for antiquing and 
a six-page clear step-by-step instruc- 
tion sheet that is fully illustrated. Even 
the nail holes have been started, mak- 
ing it easier to assemble. All that’s y y ’ ! 
needed to make any of the colonial re- 
productions is a hammer, says manu- Touch Control Lok-Se+ 
The new Touch 


facturer. X-Acto, Inc., Dept. AL, 48-41 
Control Lok-Set 


Van Dam St., Long Island City 1, N. Y. 
Circle No. 205 on Coupon, page 64, 


FRI Acoustifibre 


The National Gypsum Co. announces 
a new finish for its Acoustifibre line of 
ceiling tile. Designated Flame Resist- 
ant Intumescent Acoustifibre (FRIA), 
the new finish replaces a paint surface 
used on a former FR Acoustifibre line. 
Three principal features are said to 
be, improved color constancy and ap- 
pearance; higher flame-resistant char- 
acteristics and maximum surface pro- 
tection against scuffing and abrasion. 
It is available in three sizes. Acousti- 
cal Sales Div., The National Gypsum 
Co., Dept. AL, 325 Delaware Ave., 
Buffalo 2, N. Y. 

Circle No. 206 on Coupon, page 64. 


Magnified Crystal Vision 


Accidental falls are said to have no 
effect on the crystals in the new Empire 
magnified crystal vision levels because 
of shock-absorbing mounts. The magni- 
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operates on an entirely new and revo 
lutionary principle, reports the manu- 
facturer. Only a touch of the finger 
is required to open or close the door. 
A slight push will open the door from 
one side; a slight pull from the other. 
There are no knobs to turn, The new 
lock set will be available in all archi 
tectural styles, for all kinds of doors, 
in many colors—and will be part of a 
complete line of door hardware. Screw 
Machine Products Co., Dept. AL, 7737 
N. E. Killingsworth Ave., Portland, 


Ore. 
Circle No. 208 on Coupon, page 64. 


Styled for Christmas Sales 


Styled by a leading industrial design 
er, Milwaukee Red Giant vises offer 
high volume sales potential for dealers 
who want more Christmas business, 
says manufacturer, who recommends 
them as gifts for men and even young 
boys. They offer these features: Ac- 
curately machined, rugged vise screw; 
replaceable face jaws; large anvil sur- 
face; pipe jaws; 180° swivel. Two 
models are available; No. 807 with 4” 
jaws, No. 808 with 5” jaws. Milwaukee 
Tool & Equipment Co., Dept. AL, 2773 
S. 29th St., Milwaukee 46, Wis. 

Circle No. 208 on Coupon. page 64 


Range Hood with Knockouts 


A new line of Rangemaster hoods, 
ventilator and fan accessories is an 
nounced. Rangemaster hoods are pro 
vided with two 8-15/16" knockouts in 
the top panel, which permits mount 


True Brick Look 


E-Z Brick is made of imported cork 
material and can be applied to any in 
terior surface with the aid of the E-Z 
Magic Template, manufacturer says 
This template is claimed to automati 
cally align the bricks and take all the 
guesswork out of bricklaying. Pack- 
aged attractively in convenient do-it 
yourself kits, each kit is said to contain 
enough individual bricks, either regular 
or Roman style, to cover 10 square feet 
of wall area, on E-Z Magic Template 
and an adhesive applicator stick. E-Z 
Decorative Brick Co., Dept. AL, Min 
neapolis 8, Minn. 

Circle No. 211 on Coupon, page 64 





All-Steel Garage Door 


Morrison Steel Products announces 
the addition of « new Regent model to 
its line of Roly-Door, all-steel section 
al, overhead doors. The Regent is an 
all-steel, 7-section garage door for resi- 
dential installation. It is available in 
all stock sizes -..0s ae ae eee 
15’ and 16’ and in two heights 6'6” 
and 7’. The sections are made from 
roll-formed, cold rolled steel and all 
doors 12° and wider, incorporate hori 
zontal and vertical reinforcing mem 
bers. Morrison Steel Products, Inc., 
Dept. AL, 601 Amherst St., Buffalo 7, 


4 
Circle No. 212 on Coupon. page 4 
(continued on next page) 
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Bendix Mouldings Help 
Make the Sale! 


The house you ore building will sell 
quicker, when you add that extra quality 
touch with genuine BENDIX CARVED 
MOULDINGS on closet shelves, mantels, 
flush doors, wall panels, cornices or as 
crown mouldings and chair rails. 


The elegance and glamour of BENDIX 
MOULDINGS have especial appeal to 
women, who are all important in the 
home buying decision 


IN STOCK FOR IMMEDIATE DELIVERY 


? Idings | 


192 LEXINGTON AVE NEW YORK 


Write for fully illustrated 
catalog No, 977 





Civele Ne. 41 on Coupen, page 64 


A 


Cancer can’t strike me, 


l’m hiding. 


wis \ Cancer? 
The American Cancer 
Society says that too 
many people die of it, 
NEEDLESSLY ! That's why 
I have an annual medical 
checkup however well I 
feel. I know the seven 
danger signals, And 
when I want sound 
information, I get it 
from my Unit of the 


AMERICAN CANCER SOCIETY 


58 








NEW PRODUCTS 


(begins on page 56) 





New Boice-Crane Shaper 


The column and drive 
motor mount on the new Boice-Cran¢ 
4100 Series Spindle Shapers are de- 
signed for users who must shift ma 
chines to job-site or within the plant to 
effect material handling economies. The 
new power tool is not only portable, but 
can be used anywhere without anchor- 
ing. The new drive system makes motor 
installation possible without tools or 
bolts, it is said. Boice-Crane Co., Dept. 
AL, 1000 W. Central Ave., Toledo 6, 
Ohio. 

Circle No. 213 on Coupon, page 64. 


supporting 


Plastic Wall Panels 


Tile-Rite Co., manufacturer of sever- 
al lines of plastic wall tile, is now of- 
fering a new product 1’ x 8’ striated 
plastic wall panels in a wide variety of 
colors. The new line, named Plaswall 
plastic wall panels, is made of high im- 
pact Styrene and is said to be scratch 
and mar resistant. The panels are 
easily cut, sawed, drilled or planed to 
fit any desired space, says manufactur- 
er. The Tile-Rite Co., Dept. AL, 4105 
Harvard Ave., Cleveland 5, Ohio. 


Circle No. 214 on Coupon, page 64, 


| Bs, o 
Saw-Jointer Combination 


A new saw-jointer combination, said 
to be the first ever to feature a 9” tilt- 
ing arbor saw, is announced by Delta 
Power Tool Div. The new saw will cut 
to a depth of 2%”, thus enabling the 
operator to cut full 2” stock at a 45° 
tilt, it is said. Designed for use with a 
full % hp. motor, the new tool offers a 
new guarded safety switch, which can 
be locked; a new raised tilt scale; and 
new easily accessible controls. Delta 
Power Tool Div., Rockwell Mfg. Co., 
Dept. AL, 462 N. Lexington Ave., Pitts 
burgh 8, Penna. 

Circle No. 215 on Coupon, page 64. 


October 


9, 


Lightweight Garage Door 

A new roll-up lightweight garage 
door that is said to “duck” into garages 
and eliminate most low headroom prob- 
lems without the need for special hard- 
ware fixtures is announced. The No. 
2782 door has a unique ball-bearing 
roller hinge that flattens the are of the 
door as it is raised and causes top sec- 
tion of the door to “duck-in” and thus 
avoids any overhead obstructions, says 
manufacturer. Headroom requirements 
are reduced to 8%”, it is said. Doors 
come in four sizes; 8’ x 6%’ and 7’, and 
9’ x 6%’ and 7’. Stanley Hardware, Div. 
of The Stanley Works, Dept. AL, 111 
Elm St., New Britain, Conn. 

Circle No. 216 on Coupon, page 64. 


Steel Folding Doors 

A new line of steel folding doors, 
called Full-Vu, includes plain and 
ventilator doors in 6’8” and 8’ heights, 
with wood grain or prime coat finish, 
for openings 2’, 2’6”, 3’, 4° and 5’ 
wide. Leigh Full-Vu_ steel folding 
doors are designed for use with or 
without bottom track. Basic sets in- 
clude doors and installation hardware 
using bottom pivot plates. Separate 
bottom track kits are available. Leigh 
Building Products Div., Air Control 
Products, Inc., Dept. AL, Coopersville, 
Mich. 

Circle No. 217 on Coupon, page 64. 


DrafTite Weatherstrip 


Two new weatherstrips that are 
claimed to completely seal a house door 
are marketed under the trade name of 
DrafTite weatherstrip. A unique com- 
bination of wool pile fabric rubber- 
locked into aluminum strips, DrafTite 
is easy to install and effectively seals 
doors against drafts, dust and dirt, says 
manufacturer. The Standard Products 
Co., Dept. AL, 510 Henry Clay Blvd., 
Lexington, Ky. 

Circle No. 218 on Coupon, page 64. 
(continued on page 61) 
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NEW WOES UY: 


Technical Data 


Gas Vent. An illustrated product in- 
formation sheet on the new Van-Packer 
gas vent is now available on request. 
This information sheet provides com- 
plete description and advantages of 
the gas vent, which is completely pack- 
aged including flashing and cement. 
Specifications and ordering informa- 
tion is also included. Van-Packer 
Corp., Dept. AL, Bettendorf, Iowa. 

Circle No. 219 on Coupon, page 64. 


House or Utility Jack. A catalog 
sheet fully describes the “Little Atlas 
Expendable House or Utility Jack,” 
which not only lifts and holds but 
can pull, divide or spread and by re- 
versing the two bases can be used as 
a clamp or a vise. Carthage Indus- 
tries, Dept. AL, Brookings, 8. D. 

Circle No. 220 on Coupon, page 64. 


Builders Hardware. A new, 96-page 
catalog, illustrating and describing 
specialty items to the builders, show- 
case, store fixture and cabinet hard- 
ware trade, is announced. A free copy 
is available upon request. Essex Hard 
ware & Metals Co., Dept. AL, 84-86 
Washington Ave., Nutley 10, N. J. 

Circle No, 221 on Coupon, page 64. 


Suggested Plan-of-Action for your 
1956 fall advertising campaign is fully 
detailed in a broadside just released 
by Johns-Manville. Described in the 
broadside, which is designed to help 
you make your fall advertising pro- 
gram tie-in better with Operation 


Home Improvement, are 


advertisements, TV spots, news stories, | 


spots. | 


how-to-do-it books and radio 
Full details regarding this home im 
provement service may be obtained 
from Johns-Manville Sales Corp., 
Dept. AL, 22 East 40th St., New York 
16, N. Y. 

Circle No. 222 on Coupon, page 64 


Consumer Data 


“There’s a Right Ladder for Every 
Job” is the title of a booklet prepared 
by the American Ladder Institute. It 
contains a digest of things you should 
know about ladders, with suggestions 
for their proper use and care. Another 
booklet, listing Do’s and Don’t’s of lad 
der safety for home and farm use, has 
been issued jointly by the Institute and 
the National Safety Council. American 
Ladder Institute, De pt. AL, 666 Lake 
Shore Drive, Chicago 11, Ul. 

Circle No. 223 on Coupon, page 64, 


the unique, 
Edwin Fein, 


“This Is My Life” is 
timely creation of A. 
managing director of The Research 
Company of America. It’s an answer 
to the search of many of us who have 
tried to devise a simple, practical, 
easy-to-maintain method of keeping 
track of vital personal and business 
facts, data and information. The 264 
page system covers 98 basic subjects 
subdivided into sections: personal, fi 
nancial, securities, facts for my exec 
utor, property and miscellaneous, Per 
sonal Guidance Publishing Corp., Dept 
AL, 570 Fifth Ave., New York 17, N.Y 

Circle No. 224 on Coupon, page 64. 








merchandise? 


new life into his business? 


its builders’ hardware? 


center? 


annual exposition? 


wails? 








What's Your Answer? 


(Answers on page 61) 


What is included in the Millers Falls value-packed line of Christmas 
How did a Kansas dealer located in a drought-stricken area breathe 


What three new Marlite sales builders can help you to cash in on OHI? 
Where and when will be the third annual NRLDA exposition be held? 


What effective method is now in use by National Mfg. 
What is Electa B, Smith’s secret of running a successful planning 


How does the Visador Co. offer you new possibilities for door sales? 


How many NRLDA model homes will be on display during the third 


What magazine did an Arkansas dealer use to boost his sales? 


. What is one of the most important factors in preventing leaky brick 


Co. to display 








newspaper | 
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Save time 


Post Installation 
is quick and easy 
with new... 


“ANCOR-EEZ” 


money 


Now! Install posts in '/, 
the usual time and an 
chor them 
concrete with Ancor 
Eez 


forever’ to 


Protects wood 


damp-rot, termites, 
flood, 


earthquake, etc.! 


Adjustable 
provides 
tafest 
method ever devised for 
ind 
4" x 4" posts to concrete 


Ancor-Ee 
the quickest 
most economical 


installing anchoring 


F 
Perfect for porches ar 
ports, patios! Leading 
Western builders have 
discovered that Ancor-Fe 

saves much more than the 
' And 
the simple 3-Slep installa 
Ancor-Be 

ideal for amateur builder 

and "'Do-it-yourselfer 


cost in labor alone 


tion makes 


PRODUCTS 


San Jose 12, California 


Anco, Ley j 





- 
. 


Cirele Ne 


540 Commercial at Bayshore 


from 


wind-storm, § 


PATIO 


A 
Bi I, 


INTERIOR 
p PARTITIONS, 
\ 


I PIER FOUNDATION 
\\ BUILDINGS 


h vith 
iyi i Ny iM 


woop 
MACK 


INC 
i? 


PATENT 
-—£ 
oe «6° «€6P ENDING 
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Stanley Continuous Hinges 


A new continuous hinge merchan- 
diser features four basic assortments 
of piano hinges precut to popular 
lengths. Attached to each hinge is a 
package of matched screws, The mer 
chandiser is 58%" high, adaptable for 
both floor and wall use. The mer- 
chandiser holds the popular 30” and 
48” hinge lengths and can accom- 
modate 1’ to 6’ lengths. Front panel of 
merchandiser swings out to show how 
continuous hinges are applied. Stan- 
ley Hardware, Div. of The Stanley 
Works, Dept. AL, 111 Elm St., New 
Britain, Conn 

Circle No. 225 on Coupon, page 64. 


Brushes for Electric Tools 

A new compact, display packaged 
assortment of wire brushes for small 
electric tools in the home workshop is 


available. The display illustrates some 
of the many uses in the home, includ- 
ing the cleaning of blackened pots and 
pans to attract the woman buyer and 
increase impulse sales. The assort- 
ment includes 14 wire wheel brushes 
individually packaged, four cup type 
brushes and three arbors for attach 
ing wheel brushes to power hand tools. 
Anderson Corp., ept. AL, 1029 
Southbridge St., Worcester, Mass. 


Circle No, 226 on Coupon, page 64. 





Giant Tile Board 


A giant tile board features the 4%” 
square Miraplas wall tile in 28 deco- 
rator-approved colors with the new 
miniature tile cornerboard as a cen- 
terpiece. Approximately 2’ wide and 
2%’ high, this selling display carries 
the message that Miraplas has the 
Good Housekeeping seal of approval. 
The board will hang or set, making it 
ideal for wall or counter display and 
window trimming. Miraplas Tile Co., 
Dept. AL, 980 Parsons Ave., Colum- 
bus 6, Ohio. 


Circle No. 227 on Coupon, page 64. 


Automatic Dispenser Rack 
A new automatic dispenser-type 
rack is designed to hold 10 calking 
cartridges plus a calking gun. Made 
available to coincide with the introduc- 
tion of its new Handi-Calk calking 
gun and cartridges, the rack will hold 
additional guns in the back. It re- 
quires less than one square foot of 
counter space or it can be hung as a 
wall display. Of all-metal construction 
and brightly colored, the display rack 
is available free with an order of 
Handi-Calk guns and cartridges. Gib- 
son-Homans Co., Dept. AL, 2366 
Woodhill Rd., Cleveland 6, Ohio. 
Circle No. 228 on Coupon, page 64. 


“Big Ticket" Gift Display 


Federal Handy-Horse, an all-metal 
horse that folds, is offered by the 
manufacturer as that “something dif- 
ferent” gift for father. It is designed 
to appeal to the handyman.A new dis- 
play banner is now being packed 
with each handy-horse and is free of 
charge. Federal Hardware Products, 
Inc., Dept. AL, 3456 Washington Ave., 
N., Minneapolis 12, Minn. 

Circle No. 229 on Coupon. page 64. 








PLYWOOD »- HARDBOARD 


as well as 
TOLEDO, 





Standard and Door Sizes 


Cut to Size 





POPLAR « MAHOGANY ¢ BEECH 


and other species 





KYS HOLLOWCORE DOOR FILLERS 





Tel. MUrray Hill 56-2280 





HOENIG PLYWOOD CORP. 
280 Madison Avenue, Dept. L. 








WE HAVE YARDS 
AT THESE POINTS 


® 
FORT SPRINGS 


@CLINCHBURG, VA. 








Clrele Ne. 42 on Coupen, page 64. 
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SAVE ON TRANSPORTATION 
OUR NEAREST POINT 


WE CAN 
@ 


SERVE 
YOuR 
TRUCK 


WEBSTER SPRINGS 


POST and RAIL 
SCREEN TYPE PICKET 


RESIDENTIAL AN 


Nt 
Wooo PRODUCTS CO., Toledo, Onic NY 


WRITE for CATALOG NS ) 





Cirele Neo. 43 on Coupon, page 64. 
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Stop That Draft 


A a black and white counter 
display, featuring new DrafTite 
weatherstrip for doors, is available 
free. Actual samples of DrafTite, af- 
fixed to the display, show the handy- 
man how to install this aluminum- 
and-pile weatherstrip on the frame of 
a house door. The display also pre- 
sents on a lower panel, a second prod- 
uct, DrafTite door bottom weather- 
strip, for the bottom edge of doors. 
The Standard Products Co., Dept. AL, 
510 Henry Clay Blvd., Lexington, Ky. 

Circle No. 230 on Coupon, page 64. 





NEW PRODUCTS 


(begins on page 56) 





Klee Magnetic Latch 

The new Klee magnet latch for 
storm and screen doors latches without 
moving parts, needs no hole in door 
and only four screws for installation, 
says manufacturer. Handle turns for 
positive locking, but unlocked door is 
held shut by strong magnet. The Klee 
magnet latch is made of rustproof 
aluminum and stainless steel with an 
Alnico lifetime magnet. The aluminum 
pull handle has an attractive design 
which blends with any style of architec 
ture. Klee Mfg. Co., Dept. AL, 131 West 
75th St., Chicago 20, III. 

Circle No. 232 on Coupon. page 64. 


Wovynfold Doors 


A new folding door made of sturdy, 
lightweight vertical wood slats inter- 
woven with colorful vinyl fabric offers 
complete room-to-room at by says 
manufacturer, and can be used as in 
terior doors, room dividers and closet 
closures. Designated Wovynfold, the 
new door is available in three decora 
tor colors: off-white fabrie on off-white 
wood, beige on beige and grey on grey 
It is offered in a wide range of 18 stock 
sizes as well as custom-made. American 
Bamboo Corp., Dept. AL, 175-15 Liber 
ty St., Jamaica, N. Y. 

Circle No. 233 on Coupon, page &. 
(continued on page 63) 








What's Your Answer? 
(Questions on page 59) 
Selected hand tools, gift-packaged. See ad, pages 14-15. 


Started a “fixit” service. See article, page 40. 


OHI ad mats and radio scripts; a colorful home remodeling wall poster 
and a full-color sound slide film. See ad on page 16. 


Chicago, Dec. 10-13. See page 26. 


A new visual display package. See ad, inside back cover, 


Have plenty of floor plans, clippings, photos and plan books available 
so a customer can select a basic plan. See article, page 42. 


Installation of prefabricated door-light and louver inserts. See ad, 


page 51. 
Three, as explained on page 30. 


Rack for How-To Books 

This counter display rack is avail 
able for displaying how-to books be 
ing published by Johns-Manville. The 
books are designed primarily for 
homeowners interested in remodeling 
and repairs. To date the following five 
titles have appeared: How to Design 
and Install a Beautiful Floor, How to 
Have a New Ceiling, How to Build 
an Attic Room, How to Build a Base- ‘ -$i / 
ment Room, and How to Build a Flex- -. > Palm Sze I and 2 Ib. boxes w 4 
board Garage. Later this year a sixth -——a oe oe oe 
one, How to Build a Garden Tool Shed, 
will be available. Johns-Manville, 
Dept. AL, 22 E. 40th St., New York 
16, N. Y. 

Circle No. 231 on Coupon, page 64. 


American Lumberman. Details, page 44 


Good workmanship. See outside back cover. 




















PACE SETTER! 4” 


Z 


Atlas sets the pace again and leads the field — with 
profit-filled, packaged nails —- common, finishing and box 
The trend today is self-service selection and self-selling 
packages. 

Now... see how Atlas packaged nails can help you to 
more sales and greater profits 





@ Your stock is a display 
@ Nothing to weigh 

@ Nothing to wrap 

@ Easy te inventory 


MME AN Ai 
More Dealers Than Ever 
are Now Reading 
AMERICAN LUMBERMAN 
1 Om em 


Now... call 


Nails are stacked like toothpicks (not poured) and take 
your supplier today! — raimWaven, MASS. @ HENDERSON, KY 


50% \ess space than other packaged nails. 
eS 
Circle No. 38 on Coupon, page 64. 


Atlas racx corr. 
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Classified Advertising 


Terms — Cash With Order 
Minimum Charge $6.00 
Rates. 


| Time —25¢ per word for each insertion. 
Minimum charge of $1.25 per line. 


3 Times — 2c per word for each consecutive 
insertion, Minimum charge of $1.00 
per line. 


Add $1.50 per insertion for blind ads bearing 
box number, 
cash discount 


No agency commission or 


allowed, 


All ade for classified section must be in Pub- 
lisher's office 14 days preceding date of publi- 
cation. Advertisements are set in uniform 6 
point style. No cute or special borders 
allowed. 


Replies forwarded without additional charge. 
Count five words to a line and when less are 
specitied or used, regular line rate is charged. 

hen answering box numbers or mailing copy 
for ada address them to: 


AMERICAN LUMBERMAN, INC. 
199 N. Clark &t., Chicago 2, Ill. 





HELP WANTED 





DETAILER AND BILLER 


Florida Special Millwork Company wishes to 
employ experienced Draitaman who can make 
details and bill into Mill. None but competent, 
sober man need apply. Address Box R-27 
American Lumberman, Inc. 


WANTED—SALESMAN 


Wholesale lumber and building supplies in 
Northwestern Indiana. Must know our prod- 
ucts and be a go-getter, Party accepted for 

ition will have unlimited opportunities for 
Hetime job, but must undergo a thorough in- 
vestigation as to ability. Strictly a guaranteed 
salary plus commission, Address Box R-33 
American Lumberman, Inc. 


General Manager 

Salary to $25,000.00 
Lumbering operations for a U. 8. forest prod- 
ucts manufacturer, Know hardwood lumber 
and plywood business. Thoroughly experi. 
enced business executive. Our client pays our 
fee and moving expenses. Send resume to: 

Walker Employment Service, Inc. 
212 Se. 7th &t., Minneapolis 2, Minnesota 


WANTED: Lumber Grader for West Coast For 
est Products, Busy Retail Establish 
ment Southeastern Michigan. Gen 
erous pay if you know your 
business. Address Box R-52 Ameri 
can Lumberman, Inc. 





SITUATIONS WANTED 





Midwest Retail Manager. age 37, desires 
change to West, Southwest or South. 20 years 
experience one employer, 10 years manage- 
ment experience all ae wholesale and re- 
tail operation over $500,000. Honest. intelligent. 
industrious, friendly, reasonable and respon- 
. Knows how to make a profit, Can — 

° q t, ur ing, liing, con- 
struction and organisation. Can act indepen. 
dently or under direction. Want opportunity. 
Address Box R-34 American Lumberman. Inc. 





BOOKKEEPER 
Preter distribution yard, wholesale or some 
turing. id any vacancy. Fa 
miliar lumber terms, Been self employed for 
some time. Desire otherwise. Middle age. Ad 
dress Box R-53 American Lumberman, Inc. 


62 








SITUATIONS WANTED 


BUSINESS OPPORTUNITIES 





Superintendent of Flush Door Plant desires to 
relocate in south. Sales and accounting back- 
ground, Will set up new plant or accept ad- 
ministrative position, Address Box R-54, Amer- 
ican Lumberman, Inc. 


LUMBER YARD MANAGER 


Theroumney experienced in all pomece lumber 
and millwork supervision, with full knowledge 
of house prefabrication. 43 years of age. Can 
take full charge. Will relocate. Address Box 
R-46 American Lumberman, Inc. 





SALES REPRESENTATIVES 
WANTED 





10 years old Michigan Company, manufactur- 
ing patented folding wardrobe doors in both 
steel and wood bonded seeking established 
repr tati i on jobbers in following 
states: New York, Illinois, Ohio, New Jersey, 
Pennsylvania, Virginia, Maryland, Massachu- 
setts, Wisconsin, Minnesota, Write direct Style- 
craft, Inc., Roseville, Michigan. 





EXECUTIVE SALES REPRESENTATIVE 


Major U. 8S. Corporation seeks sales 
representative for midwest and south- 
west territory. Applicant must be cap- 
able of i tive resp i- 
bilities in building materials field. 
Extensive training program with tre- 
mendous opportunities. Age 24 to 35. 
College graduate. Building material 
sales experience helpful. Salary open. 
Please send complete resume in con- 
fidence to: 





Sales Representative 
1228 Texas National Bank Bidg. 


Houston 2, Texas 


We are seeking FACTORY REPRESENTATIVES 
for our Flextrip design-patented Aluminum 
Horizontal Sliding Primary Windows for new 
construction. We are an old and honored name 
in windows and enjoy excellent reception. 
Our product backed by solid national adver- 
tising. Choice territories still open. Storm King 
Corporation, 505 E. Pearl Street, Miamisburg. 
Ohio. Telephone 6-2471. 





WANTED — RAILS 





RAILS, New and Relaying 
Bought and Sold 
1000 Good Serviceable 
Kiln Trucks in stock 
M. K. FRANK 


480 Lexington Ave., New York 17, N. Y. 
401 Park Bidg., Pittsburgh 22, Pa. 
105 Lake Street, Reno, Nevada. 


STEEL RAILS 
164%, 20%. 254%. WH. 35H. 408% and heavier. 


MIDWEST STEEL CORPORATION 
518 Dryden St., Charleston, West Virginia 





SALES REPRESENTATIVES 
AVAILABLE 





Manufacturers representative company of 
three experienced men, two and half years in 
business desire an additional volume line for 
lumber and building supply dealers in the 
State of Indiana an Louisville, Kentucky. 


Reply to: D. D. Dawson 4 Company 
$00 Board of Trade Building 


tndi i Indi 
P 4, 





Or tober 29, 


WHOLESALE OPPORTUNITY 


Established operating remanufacturing com- 
pany located in the Lodgepole Pine Belt on an 
East-West Main Line Railroad. Yard capable 
of five million foot inventory. Loading capac- 
ity two cars inside, four cars outside. Equip- 
ment as follows: Newman 512 Planer. Double 
End Trimmer, Two Pineapple Feed Tables, 
Fay & Egan Matcher-Moulder, Turner Resaw, 
Blower System, Standard Dry Kiln (Capacity 
85M’), RC 150 Hyster, XA 60 Hyster, 1953 
Dodge Truck, 1954 Chevrolet Pickup, Knile 
Grinding Equipment, Extra Heads and Knives 
for Planer and Matcher-Moulder, Extra Resaw 
Blades, 400 Feet Speedskid Conveyor. Large 
amount of Drying Sticks, approximately one 
million feet in inventory. |.odgepole Pine, Pon- 
derosa Pine, and Spruce Contracts available 
if desired. Milling in Transit Privileges. Com- 
plete rest room and office facilities. Office 
equipment. Owner willing to retain minority 
interest and act as sales outlet if desired. 
Write Box R-40 American Lumberman, Inc. 





BUSINESSES FOR SALE 





Two protfitable retail building material yards, 
central Iowa, one yard towns of 1000 popula- 
tion each. Good building and equipment, lo- 
cated on main street. mer has to sell on 
account of health. Address Box R-47 American 
Lumberman, Inc. 


For Sale: Lumber and building material. West- 
ern Illinois industrial and farm community. 
Annual sales $200,000—can be increased. Will 
take $40,000 to handle. Reply Box R-49 Ameri- 
can Lumberman, Inc. 


RETAIL LUMBER AND BUILDING SUPPLIES 


Lecated on Sun Coast of Florida, serving 
metropolitan area 200,000. Annual sales ap- 
proximately $400,000. Can be tripled in short 
time. Total price $80,000 plus inventory approx- 
imately 000. Address Box R-50 American 
Lumberman, Inc. 


CALIFORNIA LUMBER YARDS 
FOR SALE 


Advise the approximate size of yard you would 
be interested in. Twohy Lumber Co., Licensed 
lumber yard brokers for over 40 years. 714 W. 
Olympic Blvd., Los Angeles 15. 


Retail Building and Hardware 
business in a good farming community. All 
buildings have been replaced this past year. 
Stock recently replaced due to fire. Regent 
Lumber Co., enous. N. Dak. 


FOR SALE: 





BUSINESSES FOR SALE 





Fer Sale: Wholesale and retail lumber yard, 
sawmill, planer, well uipped, and building 
supplies. For further information write: 8. E. 
Jones Lumber Co., Louisville, Georgia. 


NEW YORK STATE LUMBER YARD 
FOR SALE 


Well established retail lumber and building 
material business. Inventory, equipment, 
building and real estate. Equipment two pla- 
ners, tractor, trucks, etc. Real estate will in- 
clude 8 room house, 2 car garage, large barn 
60’ x 32° 2 story main storage shed with mod 
ern office and show room 60’ x 100° 2 story. 
Drive throw center of main shed for convenient 
leading and unloading, regardless of weather. 
Planing shed 30° x 60°. Buildings are all in 
good condition. 40 acres of land which in- 
cludes a well stocked pond. On main highway, 
ideal location and plenty of parking space. 
Must be seen to be appreciated. Owner retir- 
ing and moving south. Address Box R-55 
American Lumberman, Inc. 
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BUSINESSES FOR SALE 





POR SALE 


Retail lumb and planing mill busi in 
Northwestern Pennsylvania, the onl one 
doing architectural millwork and making a 
specialty of schools, hospitals, churches and 
fine cabinet work in an area of 200,000 p- 
ulation or within a radius of 40 miles. This is 
an efficiently equipped plant including build. 
ings and eulaned with clean inventory. Owner 
wishes to retire. Terms to responsible persons. 
Address Box R-36 American Lumberman, Inc. 








FOR SALE 


Woodworking plant with excellent 

steam and electric mgt plant, also 
large fireproof dry kiln cross circulation 

automatic controls, buildings. sheds, 

conveyors, etc. available. Four acres in 
ood town. Address Box R-56 American 
umberman, Inc. 


For Sale: Retail Builders Supply Millwork 
Paint and Coal business in best town of 3600 
population in Michigan, Will sell complete or 
inventory and equipment and lease property. 
$200.006 volume. Excellent profit. Reason for 
sale, other interests. Address Box R-57 Amer 
ican Lumberman, Inc. 





LUMBER & DIMENSION 
FOR SALE 





Lumber For Sale 
2 cars Ix6 #2 AD YP S2S4CM 
fob Chicago rate 


2 cars 1x8 #2 AD YP Shiplap 
fob Chicago rate 


Car KD Sound Knotty Cypress Panel 
Louisiana stock good lengths 
Can SPIB Grade mark 


Can mix with Western woods out of our ware- 
house. 


Gaiennie Lumber, Box 1774, Shreveport, La. 


$91.25 


96 .00 
152.00 


Kiln Dried Douglas Fir Industria! Clears 
Standard sizes through 16/4 


Also 


Extension Ladder Rails 
Mouldings Cut Door Stock 
Millwork Blanks Step-Ladder Stock 


Inquiries answered promptly: 
Al Clements Lumber Co. 
P. O. Box 908 


Eugene. Oregon 


Phone 6-253} TWX EG-048.U 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO. 
Minneapolis. Minn. 


DEALER DOOR HANGERS 


Colorful Door hangers that feature the 1957 
OHI theme, “Better Your Living’, are now 
available. Door hangers include a remodeling 
job checklist and space for Dealers name. ad- 
dress. phone number. Also space for sales- 
man’s name, A must for every yard that makes 
calls on customers for added business. 100 for 
$1.96—1M for $14.95. 

Address Box R-S8, American Lumberman, Inc. 
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USED MACHINERY FOR SALE 





Planing Mill Machinery For Sale 


Left Hand Band Saw, 64” Wheels. 3 block 
Knight Manufacturing Carriage. Boss Timber 
sizer, 30x16. Berlin #91 planer and matcher 
15x6. American #341 Resaw, 54” Wheel. 
Greenlee Rip Saw #427. Hanchett 10” Lap 
Grinder. Band Saw Clamp 8”. Lancaster 
Geared Blower #40. Baldwin circular saw 
sharpener #4015. Blower fans 35 to 60”. Sprin 
kling system buidling 100x100. Machines motor 
belt driven on Rockwood bases with starters. 
Attractive prices. For further information write: 
Bishop Lumber Co., 2315_N. Elston, Chicago. 
i, 


FORK LIFT TRUCKS 


1. Gerlinger Fork Lift Truck Model L-16 


16,000 Ibs. capacity 

17i/a ft. Lift 

48 in. forks 

10:00 x 15 tires 

Driver's overhead guard 
Power steering 

Power brakes 

Ford V-8 engine 

} «es than a vear old 
New Truck Guarantee 


2. Gerlinger Fork Lift Truck 


Model PH 862-130 

17'/_ ft. litt 

48 in. forks 

10:00 x 15 tires 

Driver's overhead guard 
Power steering 

Power brakes 

Ford V-8 engine 

A real buy “as is” in good 
operating condition. 


Gerlinger Fork Lift Truck 


Model PH 862-130 

16.000 Ibs. capacity 

17}/> ft. lift 

48 in. forks 

10:00 x 15 tires 

Driver's overhead guard 

Power steering 

Power brakes 

Ford V-8 engine 

Completely rebuilt and guaranteed 


Tracto-Lift 

6.000 lbs. capacity 

12 ft. litt 

48 in. forks 

14:00 x 24 Drives Tires 

Power steerin 

Completely rebuilt and guaranteed 


5. One Ross Fork Lift Truck 


Model 19 HT 

6,000 Ibs. capacity 

10 ft. lift 

48 in. forks 

Dual pneumatic tires 

Completely rebuilt and guaranteed 


. One Clark Fork Lift Truck 
Model Y 60 
6,000 lbs. capacity 
10 ft. lift 
48 in. forks 
Dual pneumatic tires 
Completely rebuilt and guaranteed 


One Hyster Fork Lift Truck 

Mode! 75 

7,500 Ibs. capacity 

6 it. lift 

48 in. forks 

Pneumatic tires 

Completely rebuilt and guaranteed 


Also Brand New Gerlingers in Stock. 
16,000 Ibs. to 18,000 ibs. capacity 
HARVARD EQUIPMENT CO., INC. 
295 Cambridge Street 


Allston 34, Maas 
Telephone ST-2-0826 


NEW PRODUCTS 


(begins on page 56) 











aw 
Smoke Dome Damper 


The new universal smoke dome 
damper is a scientifically proportioned 
metal form embodying a fireplace 
damper, around which the masonry 
can be erected. This simplifies fire- 
place throat construction and at the 
same time insures proper draft con 
trol, reports the manufacturer. Avail 
able in seven sizes, including two 
square models for round or square 
hearths, it is designed to accommodate 
a flue located at any one of eight pos 
sible positions with respect to the fire 
place. Constructed of heavy steel, the 
damper is seam welded at all joints 
The Majestic Co., Inc., Dept. AL, Hunt 
ington, Ind 

Circle No. 239 on Coupon, pago 64 


Ezy-Tilt Pallet Truck 


A new hand truck is designed for the 
easy tilting of loads as heavy as 1,000 


pounds. Also available with two-wheel 
safety brakes. Designed primarily for 
handling bags of materials such as 
grain, fertilizer and cement stored on 
pallets, the truck is equipped with a 
special shoe which automatically locks 
it into tilting position as the truck is 
moved vertically against the load and 
allows the tipping action to be ae 
complished with a minimum of effort, 
says manufacturer. Valley Craft Prod 
ucts, Ine., Div. of O’Neil-Irwin Mfg. Co., 
Dept. AL, 770 Jefferson Ave., Lake 
City, Minn 
Circle No, 240 on Coupon, page 4. 


Metal-Fold Safety Stair 


The new Metal-Fold safety stair 
Champion Model is an all-steel disap 
pearing safety stair. One piece die- 
formed side stiles with riveted treads 
affords the maximum in safety. Ideal 
for garage or carport, says manufac- 
turer. Completely assembled and can 
be installed in 15 minutes. Huntington 
Industries, Inc., Dept. AL, 2368 Pros 
pect St., Memphis, Tenn. 

Circle No. 241 on Coupon, page #4. 
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GILLIES BROS. & CO. Ltd. 
BRAESIDE, ONTARIO, CANADA 


Mfrs. of (PINUS 

Genuine We ITE el N F STROBUS) 
Also some Norway and Spruce 

AIR-SEASONED a WATER-CURED 


Rough or Dressed 


Capacity 28 million feet annually 
Sawmills — Braeside and Temagami, Ontario 
Established 1842 oo Member W.A.W.L. 
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Cirele Ne. 44 on Coupon, page 64. Circle Neo. 45 on Coupon, page 64. 


For lasting Beauty and Prottilien — = 3 ai 
choose wy * Kidge a, = “ _ Lumbermen 


Decorator Styling and 
Superior Craftsmanship are 











-2 ~ — 


carefully blended to ¢ substantial cash dividends 
bring you the finest in « trained engineers 
e more than 80 branch claim offices in U. S. 


! 
overhead doors! and Cansds 


DOOR COMPANY 
RIDGE 22°",.5oeen Lumbermens “Ww “uy Ga 


James $. Kemper, chairman H. G. Kemper, president 
Chicago 40 








In ovr complete line, thera is a Ridge Door for every home, taste and budget. 


Cirele Ne, 46 on Coupon, page 64 








Cirele No. 47 on Coupon, page 64, 
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Nome Position —_ 
(Pleese Print 

Cempeny Street 

City lene Stote 








Mail to American Lumberman & Building Products Merchandiser, 139 N. Clark St., Chicago 2, Ill 
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Extension Conveyor 


An automatic, self-contained 
veyor unit, Lanceveyor can be set 
into the user’s present system and by 
means of an automatic control circuit 
can be extended through dock door 
onto trucks. Unit is automatically ex- 
tended or retracted to compensate for 
space changes in load handling. An- 
other feature is control of travel speed 
of conveyor belt to synchronize with 
jlant conveyor pace. Lance Iron 


cone- 


forks, Dept. AL, Box 310R3, Chicago 
Heights, Ill. 
Circle No. 234 on Coupon, page 64 





Two-Part Tow-Bear 


Tow-Bear Div., Hudson House, an- 
nounces a new model that is a depar- 
ture from its 100% hydraulic 3-wheel 
tow truck. The new model, Bear points 
out, is a two-part vehicle combination 
of platform truck and tractor, so con- 
nected that the operator has accurat« 
control over the direction of the move- 
ment of the truck when the combined 
unit is being driven in reverse as well 
as forward. Specifications are avail 
able on both models. Tow-Bear Div., 
Hudson House, Inc., 401 S. E. Water 
St., Portland, Ore. 

Circle No. 235 on Coupon, page 64. 





Studebaker Transtar Line 
With this all-new Transtar two-ton 


model, Studebaker moves into the 
heavier duty truck field for the first 


Bur_p1nc Propucts MERCHANDISER 


time. Powered by the new Torque 
Star 289-cubic inch V-8 engine, the 
new truck will be available in 131, 
155, 171 and 195” wheelbases. Maxi 
mum gross vehicle weight rating is as 
high as 19,000 pounds, says manufac- 
turer. Transmission will be the new 
heavy duty four-speed, synchromesh 
type. The new trucks will be equipped 
with heavy duty six-stud wheels. 
Studebaker-Packard Corp., Dept. AL, 
635 South Main St., South Bend 27, 
Ind. 


Circle No. 236 on Coupon, page 64 





Lightweight Motor Truck 


Powered by a 2% hp Briggs & 
Stratton, 4-cycle engine, a new light 
weight motor truck is said to consume 
only one pint of gasoline in euch hour 
of operation. Three speeds (forward 
and reverse), three wheel brakes, low 
center of gravity and abrasion-resist 
ant pneumatic tires are a few of the 
unit’s outstanding features. Bulky ob 
jects of comparatively lightweight, 
such as window frames and sash, cabi 
netry, etc., can be conveniently loaded 
on the truck’s low bed. Stokvis Edera 
& Co., Inc., Dept. AL, Port Washing 
ton, N. Y 

Circle No. 237 on Coupon. page 64 





Metal Floor Grating 


Metal floor grating in the constru 
tion of scale platform allows great 
er accuracy, less maintenance, say 
manufacturer. The metal grating can 
not become waterlogged; in addition 
there is little maintenance since grat 
ing is self-cleaning and does not col 
lect snow, ice and other debris, it is 
claimed. Supplied in aluminum, steel 
or stainless alloys, in types of grat 
ing to carry any loads, the metal scale 
platforms are furnished fabricated to 
size with fasteners and installation 
instructions included. Borden Meta! 
Products Co., Dept. AL, Green Lane, 
Elizabeth, N. J. 

Circle No. 238 on Coupon, page 64 
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trying to angle a fur coat out of the boy 


A chorus girl was 
friend, “I'd really be grateful and I have so much to be grateful 
with.” 

e. es 


Cute hitth usie was industriously cleaning her room, an un 
usual occupation for a nine year old, Her mother stood at the 
door and gazed in amagsement as Susie dusted, made her bed and 
put away her toys. “Why Susie darling,” said mother, “What's 
come over you. | didn't even mention cleaning up to you What 
ever made you think of it?” 

“Oh,” veplied the child innocently, “I heard on the TV news a 
little while ago that two girls were arrested last night for keeping 
a disorderly house.’ 

a 


\ sophisticated girl is one who knows how to refuse a kiss with 


out being deprived of it 
* * + 


lt is much better to have loved and lost—much better 


o + o 


Here's a sentence with built-in protection. Homestead Brand 
Shingles are inspected, certified and come from MAUK 

Homestead, inspected, certified, MAUK—four words, each 
guaranteeing a measured merit. Each word an assurance of value, 
a protection for you and your customers 

Shinglewise, be wise. Don't buy blind. Buy MAUK, the hom« 
of the Homestead Brand 


* * * 


Simple Celia’s favorite toast; Happy days—any darn fool can 
have a good time at night 


Adolescence is that period when children start to question 


Answers 


“What are you trymg to do, sailor,” snapped the waitress 
who'd been left the mckel tip, “seduce me?” 


’ * * 


Do You Know What Dep't 

Do you know what a kiss is? Nothing divided by two 

Do you know what marriage is? Monotony multiplied by two 
Do you know what MAUK is? A value, figured every way 


* * * 


MAUK Seattle Lumber Co. 


Seattle 5, Washington 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 


Circle No, 17 on Coupon, page 64. 





66 








WHOLESALERS 
(begins on page 52) 








center of the bus. The right hand side of the 
bus is used to display 23 different kinds of hard- 
wood panels in a wide variety of finishes. A 
simulated birch kitchen has been installed be- 
hind the driver’s seat and the rear of the bus 
has been paneled with walnut and furnished as 
a simulated living room. 

The bus paneling was finished by a high 
school student who worked afternoons and 
week ends. By following the instructions on the 
cans of finishing materials, he did a job equal 
to any done by a professional painter. 


Creates goodwill. “People get a boot out of 
the bus,” Sconce says, “and some drive miles 
out of curiosity to see it. Besides drawing 
crowds, the bus always pays off at the cash 
register.” 

At one dealer’s show, the board of directors 
of a local church visited the bus and placed an 
order for $900 worth of hardwood paneling on 
the spot. In Norfolk, Neb., more than 3,000 
people filed through the bus during a two-day 
visit and the dealer reported sales of paneling 
and plastic laminates doubled within a few days. 


“We've had some interesting experiences with 
the bus,” Sconce adds. “Once we advertised that 
the bus would be at a dealer’s open house on 
10 a.m. Sunday. Thinking it over, we decided 
that would be a little early, so we let the bus 
crew attend church services. Pulling up to the 
showroom at 11:30 we were greeted by a crowd 
of peeved people, some of which had waited 
nearly two hours. But, it shows that people want 
to see building products actually installed, so 
they can visualize how they’ll look in their 


home.” 


Spurs hardwood displays. “When dealers see 
the effect the displays have on their customers, 
they begin to merchandise hardwoods and plas- 
tic laminates more aggressively,” Sconce says. 
“In several cases, customer enthusiasm has led 
dealers to install hardwood panel displays.” 


Suggested prices quoted. Each panel in the 
bus is marked with a suggested retail price, 
which is about a 40% markup over the dealer’s 
cost. These are quoted mainly as a guide for 
prospects, who want to compare paneling costs. 
Omaha Hardwood doesn’t quote prices for fin- 
ished jobs, but refers prospects to the local 
dealer. 


Promotion pays off. From experience Sconce 
has learned the value of well-planned news- 
paper promotion. Where promotion was weak, so 
was the turnout. 

“When the bus appears at a show where the 
dealer has done some promotion work, we are 
greeted by crowds,” Sconce says, “and with a 
little merchandising we turn them into custom- 
ers for the retailer. 

“On the whole the bus has paid off beyond 
our wildest expectations,” he adds. “We've had 
some poor days, but at present, we’re booked 
solid for weeks and dealers beyond the 100-mile 
range we've set are asking us to visit them. 
From the reception we've received from both 
dealers and customers I think this is the best 
investment we’ve made promotionwise.” 


October 29, 1956, AMERICAN LUMBERMAN 








4 





BUILDERS’ % 
HARDWARE 












Light ‘T’ Hinges 





These attractive merchandise containers (polyethylene 
bags) have a separate compartment for the screws to 
protect the plated finishes on the hardware. Hang them 
up on your display counters and you will note how eye 
appealing they are to your customers who can see at a 
glance all component parts for an easy and accurate 


Tatticliiehitels 


yMimnletitelalslmalelacked- lat mL packed in the conventional 


manner but for those who desire these new VISUAL packs 






No. 699 Cupbod ; we offer all of the items illustrated here. Other items will ; a Cabinet Hinge 
4 





* soon be available in this new form of packaging which « 


4 
1, i, : & / OT, f @ 
VSAM ON VAM 


is supplied to our dealers without increase in price 





al hOte 


We celebrate another added productive year made 
possible through the confidence expressed in our 
products by our dealers nationwide. 





No. 2 14 Pull 


No. 508 Light Narrow Butts No. 834 Barrel Bolt 





MANUFACTURING COMPANY : Sterling, illinois 





Circle No. 29 on € oupon, page 64. 





WHEN YOU SEE THIS KIND OF WORKMANSHIP, 


EXPECT TROUBLE... 


Jf 


( JOOD workn 
most important 
leaky brick walls 

Good workmans!l 
the bed joints and hea 

ick—and | ickplastering the face 

Expect trouble when mortar is dabbed 
only on the corners of the brick, even 
when the head joint is slushed 

Because it is so workable, Br ent 


makes it easy for the bricklayer to use 


“ 


THIS IS GOOD 
WORKMANSHIP 








BRIXMENT 


LOUISVILLE CEMENT COMPANY, Incorporated, LOUISVILLE, KENTUCKY 


Circle No. 30 on Coupon, page 64. 





